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All profit...no inventory sale. Special re-order service on old patterns. 


1847 Rogers Bros. Family Album Pattern Promotion! 


Till February 28th only! For the first time in four years...and This promotion will have national advertising support. Tie-in 
probably not again for four more years! Twelve ever-popular __ with it in your area to bring in customers. Be ready. . . offer 
patterns from our album of old favorites will be available for 1s good only until February 28th. Ask your Approved Whole- 
special “fill in” orders. No stock to worry about! Good profit. sale Distributor for details and display material. Or write to: 


Display the “Family Album” showing the twelve pattems. ges =) saaeoerene: eee ee (1847) 


Customers place their orders through you for August delivery. 


America's Finest Silverplate. Tne International Silver Co., Meriden, Conn ‘ 








Diamond 
is a major 


purchase, treated 


with great respect by 
both ajewelerand his custo- 
mer. Very often, a major sale hinges 
on the selection that the jeweler offers, or 
the stones he is able to obtain quickly to show his 
customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 
write Dept. 
K-16. 
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One of the year's important stories be- 
gins with a block of pictures on pages 
50 and 51. It is about the charm mar- 
ket for 1961, and what the jeweler may 
expect from it. The cover points out 
two basic facets of the market of the 
future—the fineness of detail, and the 
charm’s timeliness. Our karat gold rose 
—though enlarged twice its normal size 
—is so well made that it still appears 
perfect. And it is appropriate for an- 
niversaries, birthdays or a birth. The 
dew-drop at the center of the blossom 
is a diamond, and a colored gem glit- 
ters at the base of the leaves. It is 
from the collection of K-C Jewelry 
Manufacturing Company, New York. 
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LOOK! WALLACE FLATWARE ISN’T FLAT... 
IT’S SCULPTURED ‘ALL AROUND"! 


FRONT 








ALL PRICES FOR 6-PIECE PLACE-SETTINGS. FED. TAX INC. 


Only exclusive selling difference in silver—3rd Dimension Beauty from Wallace! 


‘Turn a piece of Wallace Sterling in your hand. You'll 


sce the unique difference immediately — so will your 


customers. Wallace flatware isn’t flat...it’s the only silver 
sculptured ‘all around’! No silver today gives your cus- 
tomer more workmanship for her silver dollars. And, 
what’s more, she can see it! Compare it! Convince her- 
self! That's why Wallace is as easy to sell as turning a fork. 


= Sculptured ‘All Around’ Patterns: Grande Baroque 
(shown), 4-piece place-setting, $31.50. Also—New Debu- 
tante, Grand Colonial, Silver Swirl, Meadow Rose, 
Romance of the Sea, Stradivari, Waltz of Spring, Rose 
Point, Sir Christopher, Wishing Star, Melanie, My Love. 
Now available! Wallace 4-piece basic settings (place knife 
and fork, teaspoon, cream soup spoon) from $25.00. 


WALLACE 'STERLING 


One of the Hamilton Family of Quality Products—Lancaster, Pennsylvania 
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\) F FCONOMY LEADER ASSORTMENT 


WRIST BEN-SCEPTERS FROM NEW 


8795 PILFER-PROOF 


plus 


: DISPLAY! 
e Shock resistant 
e Unbreakable mainspring ORDER 
Anti-magnetic 
; Full figure legible dial NO. RIVAL 
e Sweep second hand DEALER COST 


e Stainless steel back 
EXCLUSIVE! New shape and color case! 
Cases interlock—stack up or sideways! 


15” WIDE. 8” HIGH, 34%” DEEP 


Shock-Re sistant Watches , 


WESTCLOX WATCHES 


Small and sturdy! Scepter with matching NEW! Scepter with Iu- Consistent top seller! Wrist Ben with easy- NEW! Wrist Ben with 

Scepter with full fig metal expansion band minous dial, metal ex Rugged Wrist Ben with to-read luminous dial luminous dial and 
| |. Leatt 35043 (667-B par " band. 35088 good looking case Leather strap. 35026 Sturdy metal expansion 

35041 $8.95 plus ta» $9.95 plus tax Leather strap 35021 (686-L) $8.95 plus tax band. 35118 

$7.95 pilus t (686) $7.95 plus tax $9.95 plus ta» 

(ALSO AVAILABLE: WATERPROOF ASSORTMENT #39017 AND COQUETTE ASSORTMENT #39019 ) 


geet O8 4 Piiums > 


. tw 
© Guaranteed by ™\ All Westclox watches bear the Each watch is packed 
Good Housekeeping / Good Housekeeping seal in smart gift box 


*$ aoveatwscd * 


mo —*WESTCLOX 


MAKERS OF BIG BEN «+ WORLD'S LARGEST MANUFACTURER OF TIMEPIECES « LASALLE-PERU, ILLINOIS 
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MORE for YOU at K&B! 


MORE DIAMOND SALES... with better mountings 
MORE VARIETY ... largest selection in the world 
MORE TO HELP YOU SELL... dealer aids, promotions 


1961 can be your 
gre atest diamond year if you make K & Brings 
| an important part of your plans 


“Diamonds of fine quality deserve K & B mountings. All others need them.” 


Bride & Groom Duos Newest ae Styles . 
Outstanding : ¢ Perfect-Lock Dinner 


Bridal Set 


7.08 > 
es te. 


OVER 1000 STYLES * , ° Mtg. No. 148/2472/1 
Mtg. No. 111B/ 47130 m4 Man's wed. ring No. 6015/1 - Wed. ring No. 45 2473/1 ; Big selection of finger ri 
Wed. ring No. 5/ 47130 Ladies wed. ring No. 6014/1 Man’s wed ring No. G2473/1 


Die Struck 


‘Perfect’? Ring Findings ae 
. ‘ - Florentine Men's Rings 


Setting 
No. 122 
Dozens of 
styles in 
settings. 


Shank No 
47134 

aliatelacset: 
of shanks. 


é ° s No. 9351/1/2141 
| No. P239 Ps No. E709/1 ¢ Huge assortment of men’s 
Almost 100 styles ~ eiTelulelile Mme lile ME iielal 
to choose from . rings 


Karlan & Bleicher, inc. 


Creators, Designers and 
Manufacturers of Perfect Ring Findings 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
Now available STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


sitar odin Phone: JUdson 6-6700 
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© 4 ABRIRANT BROTHERS ic. 
¥ "The House of White Diamonds | 


& 
4 1200 AVENUE OF THE AMERICAS 
A NEW YORK 36, N.Y. 
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DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 
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GURINe? 


N SELLING YOUR STORE OR STOCK? 


~ 
Don’t forget these intangibles ... 


they add up to DOLLARS AND SENSE! 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 
at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place. 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don’t compromise it! 


— 


* de 
V/ it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: ‘DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK" 
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METROPOLITAN st ey FANTASTIC FLEXIBILITY! 
#467 YELLOW—1/20 10K ©.F. “Qigicaectaanes 
RETAILS $8.95 T.1. KEYSTONE 7.00 \Qjessaees 
#467T—STAINLESS STEEL ee 
RETAILS $5.95 NO TAX. KEYSTONE 5.00 


SUPER STRENGTH! 


Ps a % & 
TOWNSMAN /g ie BR 
#463 YELLOW—1/20 10K G.F. Car Oe 
RETAILS $7.95 T.1. KEYSTONE 6.40 ui 1 . 
#463T- “STAINLESS STEEL Vi ee 


watchband for men 


HIGH TENSILE 
STAINLESS STEEL SPRINGS 


(THE BAND NEVER LOSES ITS SHAPE) 


i 


a, “Seceery 


COSMOPOLITAN 
£461 YELLOW AND 


en 4 FLEX-LET, leading manufacturer of finest precision-made watchbands, 
WHITE-1/20 10K 6. gge——meer | now brings you the most advanced, flexible watchband! SUPER-FLEX is 
RETAILS $9.95 , constructed with the finest of “watchband engineering know-how’— 
and boasts the special feature of High Tensile Stainless Steel Springs, plus 
® DURABILITY—sturdy and long lasting quality 


® WEARABILITY—handsomely styled, comfortable to wear! 
@ PRICEABILITY—extra mark-up for you! 


T.1. KEYSTONE 7.00 


"Y cree FLEX-LET. 


«y WA \ Li | CORPORATION, 


580 Fifth Avenue, New York 36, N. Y. 
SUBURBAN 

#465 YELLOW—1/20 10K G.F. 

RETAILS £6.95 T.1. KEYSTONE 5.80 


#465T-—STAINLESS STEEL 
RETAILS $4.95 NO TAX. KEYSTONE 4.40 


*FLEX-LET has been tying knots in watchbands for 17 years 


Patent No. 3,941,351 
Patent No. 2,689,450 
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LAUNCH 61 

WITH THE 

BIGGEST PROFITS 
EVER SEEN- 





Sonata—lOKRGP top, 
stainiess steel back,17 jewels 





Cruiser— Chrome-plated top, 
stainiess steel back, waterproof*, 17 jewels 








Now Croton makes it worth your while to sell low- 
price watches—by giving you a big hefty profit on 
every sale. Here’s your chance-of-the-year to hypo 
sales when the going gets slow. Here’s your surefire 
way to stop walkouts who “can’t afford” more. 
Croton brings you a gorgeous spread of watches—and 
the most generous profit spread you've ever seen at 
the price! Act now — sell faster than you thought 
possible in January, February, or any other month! 


DRDER NOW! 


“if case unopened, crown and crystal intact 





MMBC ROTON WATCH COMPANY, 404 PARK AVENUE SOUTH, NEW YORK 16, N. Y. 
™ WEST COAST OFFICE: 448 SO. HILL STREET, SUITE 317, LOS ANGELES, CALIF. 


Please send the following Croton watches: 
Your Your 
Cost Resale 


Quantity Description 
CRUISER: Chrome-plated top, s/s back with strap, waterproof*, 17} _. $93.95 $19.95 


SONATA: 1LOKRGP top, stainiess steel back, with cord, 17) yiw[) wht) 9g.95 19.35 

Please see next page for information on watches listed below: 

SPORTSMAN: Chrome-plated top, s/s back, with strap, waterproof*, 17j)_____ 12.95 24.95 

SPORTSMAN: Chrome-plated top, s/s back, with bracelet, waterproof*, 17j__.13.95 23.35 

SPORTSLADY: Chrome-plilated top, s/s back, with strap, waterproof*, 17j___ 14.95 24.95 
. SPORTSLADY: Chrome-plated top, s/s back, with bracelet, waterproof*, 17j__.15.95 33.50 
. JANE: LOKRGP, stainiess steel! back, with cord, 17) yliw[f) wht ()__ 12.95 23.35 
. AQUAMATIC: Self-Winding, chrome-plated top, s/s back, waterproof*, 17j__— 17.95 29.95 


if you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


Name 7 ae 
| Ss orint) 











Store Name __._ 





Address __ 








City_ 














J0 


Trade them up a little—and make a far 
bigger unit-profit! These watches are su- 
perb quality—superb values—and a 
superb way to make friends for your store! 


Sportslady: chrome-plated top, stainless stee! back, 
waterproof*, 17j—also with bracelet, $33.50 


Sportsman: chrome-plated top, stainless steel back, 
waterproof*, 17j—also with bracelet, $29.95 


... for a fine self-winding waterproof watch 
for men! And for an exceptionally beauti- 
ful watch for women! At this low price, you 
owe it to your customers to feature them! 





RR Re ARNE RCRA RISEN EE CONN NR i nom = 


Jane: 1OKRGP top, stainless steel back, 17 jewels 


Aquamatic: Self-Winding, waterproof*, 
17j—chrome-plated top, stainless stee! back 


2 


anal ) 





$ 


@ PLEASE TURN PAGE... AND ORDER TODAY! GROTON WATCH COMPANY, 40S™PARK AVENUE SOUTH, NEW YORK 16, N. Y. 
WEST COAST OFFICE: 448 SO. HILL STREET, SUITE 317, LOS ANGELES, CALIF. 


*if case unopened, crown and crystal intact 
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Keystone $66 per set 
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Your customers will see at once the amazing difference in the refreshingly new 
hand carved Barel Bridal Matched Wedding Ring Sets. And you'll be delighted with th 
difference they'll make in your sales and profit picture. Each one is a triumph in 
styling, yet so modest in price... your unbeatable formula for creating customer con 
fast turnover and store prestige. 


Barel Bridals are available in a large selection including the ultra-smart hand carved Swedish 
\ whnere 


and Florentine finishes ... proven by far the most enduring and finest available any 


va. 


The Barel signature ) appears in the shank of every ring to assure you of a genuine har 
carved original. 
Here are four of our latest distinctive creations destined to be sensationa! sales boosters 


Our salesman will be pleased to show you our complete selection 
Controlled distribution—sold by the manufacturer directly to the retailer. Free mats available upon request 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING ‘CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |. N y 
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Yes, but what about the beginning? 


That day, J-B engineers came into the 
eonference room: “ Lookit.” they said, 
“Multi-Width Ends! Fit any size lug 
ends from % to %4 inch! No tools! No 
filing! No time! No trouble!” 


“Squeeze action,” they called it. That 
was the beginning of the living end. 


One listener in the J-B conference 


room snapped: “Squeeze action? You 


mean we're caught again in the big 
squeeze! We were selling regulars, 





The living end 


longs and shorts when you guys came 
up with Multi-Size. Cut the jeweler’s 
inventory of sizes down to one third! 
Now Multi-Size plus Multi- Width ! Ad- 
justs to every band length, and every 
end width—one single band replaces 
nine! Sure, cuts the jeweler’s stock 
right down to the minimum -— but it 
murders our volume!” 


Mumbles...grumbles... Then another 
listener spoke up. “If it’s good for the 
retail jeweler, it’s good for us,” he 
said. ‘‘We manufacture only one thing 


—watch attachments. They reach the 
publie only one way—the jeweler. What 
we invent must help him prosper if we 
are to prosper. By helping him, we've 
helped ourselves. That’s why, the world 
over, more watch bands are sold with 
the J-B triangle than any other brand.” 


The speaker was Max Jacoby. That 
was the beginning of the living end. 


Jacoby-Bender, Inc. 


Woodside 77. New York 
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it pays you to sell 


Opalite 


floating 


Opals 


Finest Quality 


Only the world’s finest fire opals are used by Opalite 
...gems unequalled for brilliance and purity of 
color...hand selected for unvarying standard 
of perfection. 


Greatest Eye Appeal 


Designed to catch the eye with their flashing color 
and exquisite settings, Opalite Floating Opals sell 
your customer on their obvious superiority of qual- 
ity and workmanship. 


Higher Profits 


Because of their Customer Appeal, Opalite Floating 
Opals bring you bigger sales, month after month 
...Steadily growing sales that are a constant, 
reliable source of profit. 


OPa lite, ine os: serie ses 


14 KARAT; GOLD FILLED AND STERLING SILVER e AVAILABLE IN PENDANTS. EARRINGS AND PINS 
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LOOK 
TO , 
THE LEADER FOR CONTINUOUS TIME 


NN 


MT 


Hi 


Hamilton pioneered the first Electric* watch— 
symbol of the world we live in. 


A precise timepiece that serves modern 


NNN 


NOEL 


man continuously, dependably without 


need of personal care or attention. 


MLA HNL 


CHNATTITVUALYEHHHUUUNY 


Now a proven reality in its fifth year, 
the Hamilton Electric watch continues to offer 
the retail jewelers of America a sales 
opportunity unique in the field of quality 
watches. Because—more and more people 


realize that the Watch of Tomorrow is here 


PUT TULA AULA ALARA 


pit 
HW 


today ... that the concept of continuous 
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time is the modern way .. . that automation 


on the wrist has truly arrived. 
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Both you and your customers can look to 
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Hamilton for the most exciting advances and 





iH VHVHIARAUEREL 


leadership in personal timepieces. 





FSA NT / LT ON 


creator of the world’s first electric watch 


For information about Hamiiton’s Electric watch service and repair courses, 
write: Head Watchmaker, Hamilton Watch Company, Lancaster, Pa. Patented 


nn 


} 
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CONTINUOUS TINIE... 





SVAIBOL 
OF THIE WORLD 


WE LIVE SIV 


Time without stop... 

precise, unceasing time 

in a watch untended, 

free of human care. 

This is Continuous Time, 

the special province of the 
Hamilton Watch Company 
where service through accurate 


timekeeping is a particular 





concern. The world’s first 


Electric* watch and the 
self-winding watch already 
are symbols of our age where, 
more and more, machines serve 
man continuously, dependably, 
without supervision or 
attention. Continuous Time will 
also be contained within the 
ultimate watch. It will 
probably be a Hamilton, too. 
Hamilton Watch Company, 


Lancaster, Pennsylvania 


FAA NT/LT OV 


YH creator of the world's 
first electric watch 


* Patented 
H.W. CO 


Carhart CREATIONS 


step up your charm sales 


Carl-Art continually adds distinctively 
new pieces to its fine quality line 
of charms. This means new sales 

and bigger profits for you. 
Available in 14 kt. Gold 
and in Sterling Silver. 


Shown Greatly Enlarged 


SOLD THROUGH WHOLESALERS ONLY 


CARL-ART iwc. 


PROVIDENCE 


New York * Chicago ° Los Angeles 








1999—41/2"' Chinese Figs. w/Stones min 4 pr dz pr 12.00 
2168—9"' Chinese Figs. w/Stones min 2 pr dz pr 24.00 
2169—9"' Chinese Figs. w/Stones min 2 pr dz pr 24.00 
2173—9"' Chinese Figs. w/Stones min 2 pr dz pr 24.00 
2175—9"' Chinese Figs. w/Stones min 2 pr dz pr 24.00 


All imports are shipped: 
F.O.B..Geo. Zoltan Lefton Co. 


2174—9"’ Chinese Figs. w/Stones min 2 pr dz pr 24.00 
2098—634"' Chinese Figs. w/Stones min 2 pr dz pr 24.00 
2099—634"' Chinese Figs. w/Stones min 2 pr dz pr 24.00 
2103—8’’ Chinese Figs. w/Stones min 2 pr dz pr 27.00 
2100—634 Cinese Figs. w/Stones min 2 pr dz pr 24.00 


GEO. ZOLTAN LEFTON CU., Imports 


2164—5"’ Chinese Figs. w/Stones min. 4 pr dz pr 13.20 
2165—5"' Chinese Figs w/Stones min 4 pr dz pr 13.20 
2176—5'/2"' Chinese Figs. w/Stones min 4 pr dz pc 18.00 
2166—5"' Chinese Figs. w/Stones min 4 pr dz pr 13.20 
2167—5"’ Chinese Figs. w/Stones min 4 pr dz pr 13.20 


For 11 Western States 





LEFTON-PACIFIC INC. 


527 W. 7TH STREET 
LOS ANGELES, CALIF. 


Chicago Werehouse or GENERAL OFFICE & WAREHOUSE 
3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 


CHICAGO SHOWROOM: 1555 MERCHANDISE MART 


F.0O.B. Lefton-Pacific Inc., 


Los Angeles Warehouse 











of yyndadte,. 


QUALITY ALWAYS 


Design that attracts the customer, with Quality 
that can’t be compromised, and always at a 


achilmecclamial-eacsicll cla 


e sold through wholesalers 


exclusively to the trade. 


ALL ITEMS SHOWN ACTUAL SIZE 


AUTOMATIC 
CHAIN CO. 


SIILZIG Retest ok 


CHICAGO 





bf ed 
NOT 
oy LOD. 2 TS 
OUR 
NEW 
FACES 


until January 16th. It’s worth the wait. You’ll see the newest faces in 
time—Sessions clocks for 1961. New styles—new shapes—new colors 
—the newest ideas in clocks since time began! Swarm around the 
Sessions Booths: 944-946; January 16-20; National Housewares Show; 
Lakefront Exposition Center, Chicago. If vou can’t make it, write The 
Sessions Clock Company, Department JC-1, Forestville, Connecticut. 


SESSIONS 
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a 
girecap, the new combined jewel setting | © 
developed by the manufacturers of incabloc® i a 
to facilitate watchmaking ; 


girocap 1 2 3 
features simple and fast the cap-lock setting is rotated the girocap is disassembled: the cap-lock setting and cap jewel 
disassembly and easy handling %% turn the cap-lock setting with the form one piece without hinges or 
cap jewel attached remains in separate springs and can 
place as it is not under tension easily be completely removed 


girocap reduces assembling costs and improves precision 
(regulation of end shake); disassembly, repairing 

and oiling accomplished in seconds without special tools. 
For information write to Incabloc Corporation, 

730 Fifth Avenue, New York 19, New York 


® trademark 








PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'In print'’ at the time 
orders cre received. We can supply tities from leading publishers. All prices 
quoted cre net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





SEMSTONES $12.50 4 aey 10 PRECIOUS STONES $3.50 HANDBOOK OF GEM IDENTIFICATION $6.00 


Herbert Smith . Spencer, D.Sc., F.R.6.S. Richard T. Liddiceat, Jr. 
utmesnity " Hiustrated 13th Edition—560 oags. seiatead work en gems Generously illustrated—352 pgs. 
GEMS AND GEM MATERIA 6.75 

Drs. Krows ond —— . STORY OF THE GEMS $5.95 
Study of all besic ond rare gem meterials Herbert P. Whitlock GEM TESTING Second edition 


Mineralogical back nd ef precious, semi- on, B.Sc., F.G.A 
DIAMOND TECHNOLOGY $10.00 practi Glamis —" y aii Simple sae ‘ 
S00 crystal clear Wlvstetions—S80 pgs. GETTING ACQUAINTED WITH MINERALS $6.95 


a. ee ee ee ee... A FIELD GUIDE TO ROCKS & MINERALS $4.50 


Valuable reference book—448 pgs. minerals Dr. Frederick H. Pough 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 


JEWELRY ENGRAVER’S MANUAL $4.25 JEWELRY REPAIR MANUAL $4.85 MERALBIC DESIGNS AND ENGRAVING $10.00 
Jehn J. Bowmen & R. Allan Hardy Alien Herdy & John J. Bowmen M. Bergling & A. Tusten Hey 

Complete ond eutheritetive, profusely ilivs- vide ‘te teols and techniques of repairing team Edition—lIllustrated handbook and dic- 

treted—143 pgs. —alse stone setting—166 pgs. tionary of terms—92 pgs. 


JEWELRY DESIGNING & APPLIED DESIGN § $40.00 
JEWELRY, GEM CUTTING AND METALCRAFT $5.75 


PRINCIPLES OF ELECTROPLATING AND smal ceeds full pege drawings Williom T. Baxter 


ELECTROFORMING $9.00 ART MONOGRAMS & LETTERING 6.25 ey eee oe. 
_Williom Blum & Geo. 8B. Hegeboom 19th Deluxe Edition—102 pgs. 
ee ee ART MONOGRAMS & LETTERING 3.00 6: EWELEY > GSES vit 


18th Edition—paper cover—40 pgs. Greta Pack 
JEWELRY MAKING FOR “SCHOOLS, TRADES- ENGRAVING STYLE CHARTS $4.00 ENGRAVING ON PRECIOUS METALS $7.80 


MEN, CRAFTSMEN Soft Cover $2.95 Asserted—order by the dex. rittain, W Mort 
Hard Cover $4.25 JEWELRY & SILVERWARE ENGRAVING $2.00 toman an wo woth os eaene<G88 oon. 
Murrey Bovina CHARTS 


Describes ut techniques, procedures of making J. M. Bergling JEWELRY MAKING AS AN ART EXPRESSION $6.50 


jewelry Set of four D. Kenneth Winebrenner 





For the Skilled Watch and Clock Maker, the Apprentice and Student 


WATCE REPAIRER’S MANUAL $6.50 wate An CLOCKMAKER’S HANDBOOK $15.00 GEARS he st MECHANISMS $5.00 
Henry 8. Fried J. Britten—Revised by J. W. Player 
Covers oll pheses of watch repelring—306 pgs. 15th ‘Edition 405 pes. Geor Soule and adjustment 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 


2,000 entries—140 pgs. 
WATCHMAKER’S LATHE AND HOW TO wits, THE WATCRMARES AT THE BENCH $3.50 pane ya $4.85 
USE IT 7.50 Profusely illustrated—243 pgs. Theoretical, practical and mechenice! phases 
Denald DeCerte of horology—248 pgs. 
Detailed explanations and lilustrations—154 pgs. 
ND WATCH ESCAPEMENTS $7.50 PRACTICAL COURSE IN HOROLOGY $3.25 
— : om Herold C. Kelly PRACTICAL CLOCK REPAIRING 


Description ef ond escapements’ illustrations— Wotch construction, repair maintenance, etc. Denald DeCarle 
294 pgs. —192 pgs. 450 illustrations—230 pgs. 





On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX AMERICAN SILVERSMITHS AND THEIR ENGLISH SILVER—1675-1825 $5.00 
1958 EDITION MARKS 111 $25.00 "Stephen 6. C. Enske & Edward Wenham 
Jewelers’ Circuler-Keystene , Stephon 6. C. Sache oom - Line drowing illustrations—109 pgs. 
Without Binder $17.5 tavelueble historical end reference bect— THE GOLDSMITH’S AND SILVER- 
With Leather Binder $27.50 remediating SMITH’S oan — 
More than 1,200 Iliustrations—indexes of BOOKS OF OLD SILVER $5.00 Stoton Abbey 
pottern names Seymour B. Wyler For those working in precious metals— 
20,000 hellmearks—447 pgs. 105 pgs. 
Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on approval. 
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They’re New... 


MAN'S 
RING.... 


Every line of these handsome 14K 
yellow gold Garnet rings reflects 


ascent ss every aspect displays Grape vine motif is adapted for use with 
the quality of Church & Company textured gold leaves and clusters of cultured 
design and craftsmanship. | pearls (with tiny diamond highlights) in this 
| pin. 18K yellow gold. $280 Keystone. From 

Pedersen & Gaum, 10 W. 47th St., New York. 





With storage space for 24 place settings— 
approximately 250 pieces of table silverware 
in all—this maple cabinet in early American 
design has been called “The Perfect Silver 
Cabinet” by its maker. Chests are removable 
from the hollowware-storage bases. Hanson 
Clock Manufacturing Co., Rockford, III. 





CHURCH & C > Ee es | “Can-O-Matic” electric can opener is paired 
: . We ie with an electric kitchen clock (which also has 

Manufacturing a. : aan ies a signal timer). It is 8 inches high, 9 inches 

2 Garden Street, N ee og heii — wide, and 4 inches deep. Opener has remov- 
: es able magnet and Nylon-lined cutting wheel. 
In white case it is $34.95 FTI, and with 18K 
gold trim it is $100 FTI. From Rival Manu- 
facturing Co., 38th and Bennington, Kansas 


Trade mork registered - ; 2 ie | Ripe a 9 
in US. & SS ca City 29, Mo. 
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SELEMENTARY, 
DR. WATSON 


—" 
SS 


Baldwin has solved, for once and for all, the problem of 
expansion watchband size and end fitting. The long and the short 
of it is a remarkable new band — adjustable from extra, 

extra short to the longest size conceivable, through the 
addition or removal of two-link sections. It is the only band with 
this range of adjustment. Every section is a working, 
expansion unit, and every section locks solidly 

into the others. Only Baldwin has this positive lock 

The ends are completely adjustable too —any of 

three sizes, straight or curved, can be locked onto 

the band, simply and easily. 











These Baldwin Bands are available at far less 
extra cost than other, less versatile, ‘adjustable’ 
bands. The Baldwin solution to size problems 

iS genuinely elementary, and that means 

lower prices for a better band. 





Ask your wholesaler for the new 
illustrated brochure. 








a 
Baldwin BRACELET CORP. 22 West 48th Street, 
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% , || sheyne New... 
a @ Kosary of the Whonth 


Catamore Rosaries . . . handsomely crafted of 
precious sterling silver and the finest rosary beads. 
Distinctive . . . beautiful original designs. Sales 
are bound to increase—and profitably. 





Selected 
and 
Serviced 


by 
Leading 


Wholesalers | Thin dress watch called the “Viscount” is 
produced in 14K yellow gold with leather 


strap. The 17-jewel shockproof movement has 
unbreakable mainspring and balance staff. 
Zodiac Watch Co., 15 W. 44th St., New York. 


R320/1/98-825 $16.50 
Black round bead. Un- 


breakable construction. Gen- 
uine leather case. 














STOCK BOXES 


vt y 
pe PERSONALIZED mele) 4 “Cine-Twin Zoom-800” movie camera from 
Wittnauer Camera Co., a Longines-Wittnauer 
ee oe eee, subsidiary, allows a single “zoom” lens to re- 
styles fo meet any ‘cock place four lenses in the turret of the original 


qinc need . . . 
aging “Cine-Twin.” The same “zoom” lens is used 


whiel 4. jewelry elela dele liars! 


Shown 1s one t 


r= Sap ator Ct tag a as the lens for the projector. Camera and 
tively finished in neutral ee projector combination. $259.95 retail. 


esi Ro hee Eo he Mls Bol fe Mt -Selel we 
elehiateli ab ialabiaatel fittings 
ot white 


Four-piece carafe coffee set in silverplate 

e will gladly desiga by 1847 Rogers Bros. is the first of its kind, 
our own specialized says the company. It is designed to comple- 
ment the new “Leilani” flatware pattern. 


CONMPAN Y | $109.75 retail for the set including 18-inch 


tray, 10-cup carafe, creamer, sugar and warm- 
523 MT. HOPE ST. ATTLEBORO FALLS, MASS. | ing stand. 
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CARRIAGE TRADE 
QUALITY 


or 83 years . . . the finest of materials and the most meticulous 
craftsmanship . . . these are the “secrets” that give Whiting & Davis 
bags and jewelry their unique reputation. 


For these reasons, too, the Whiting & Davis line represents a uniquely 


profitable and prestige-building opportunity for the carefully selected jewelers 


who most successfully handle its distribution. 
WHITING & Davis Company, Inc. ..... . Plainville, Massachusetts 


Hand in hand with fashion since 1876 
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THIS IS THE 


YEAR [FE |W WIV 
7 NVA 


1961 . . Fon we sa MANAGE ye 


\"y 























UNCAS 
GOLDEN 
ANNIVERSARY 











BIGGEST 
RING NEWS 
IN HISTORY 


Ms Jeu ONCAS LADIES’ ENGAGEMENT 
Made with the new KARATCLAD GOLD 


Here’s a line designed to out-sell all others 


41KT499 Engagement Ring 42KT243 Wedding Ring 41KT499/33 Engagement Ring 41KT501/34 Engagement Ring 
KARATCLAD KARATCLAD KARATCLAD KARATCLAD 
Simulated ‘2 carat stone, one 4 simulated brilliants, two-tone %4 carat simulated stone in mir- Simulated 4 carat in miracle 
simulated brilliant on each side finish. acle setting. One simulated bril- setting. 
liant on each side, Two-tone 
fiinish. 


Available sizes 5-10. Above rings also available in Sterling Silver — Rhodium finish. 


Get the whole story from your Authorized Uncas Distributor. Sold through wholesalers only. 


\U) Nears MANUFACTURING CO., PROVIDENCE, RHODE ISLAND 


©Uncas Mfg. Co. America’s Largest Ring House 


- two-tone finish. 
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A NEW CONCEPT, A NEW LINE AND NEW PROFIT FOR YOU! 


SET KT34 

Engagement Ring — KARATCLAD 

Simulated one carat stone. One 

Tulthichicte Mm clalilicliimeli Me t°ldime tie 
two-tone finish. 


Wedding Ring — KARATCLAD 
eM Tiiltiichictcm clalill-liii Meh cence 
finish. 


ladies matching 
patented Uncalock 
Engagement and 


Wedding Rings 


Heavy Gold Electroplate by Uncas 


. meets the FTC quality designation 


— Heavy Gold Electroplate (minimum thickness requirement, KA RATC LA .) GO 
*age . L D 


100-millionths of an inch of fine gold). 
Hiv Gow Rcsctncnuare 
Sell Uncas KARATCLAD Ladies’ 


. : : 
ngagement and Wedding Rings to match brighter 


Her Karatclad rings will retain 
the beauty and warmth of 
precious gold down through 
the years. The Karatclad Gold - looks better 
Heavy Gold Electroplating - 

gives these rings a finish that 
possesses superior lasting qualities. 


more eye appeal 


attracts customers faster 


sells, sells, sells! 


UNCAS SALES OFFICES 


303 Fifth Avenue 29 East Madison St. 448 So. Hill St. 2609 N. E. 37th St. 
New York 16, N. Y. Chicago 2, Ill. Los Angeles 13, Cal. Ft. Lauderdale, Fla. 


D. H. Phillips, Ltd. Frank M. Harkin & Co. M. Elberg & Fils 
623 Atwells Ave. Audrey House, Ely Place 324 Flinders Lane 6, Avenue des Glycines 
Providence 1, R. I. London, E.C. 1, England Melbourne, Australia Bruxelles, Belgium 
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Proved! in every section of the country. 
The most reliable, most important hand- 
book of its kind ever put at the service 
of the jewelry iridustry. It is filled with 
information the industry needs but can’t 
find through any other single source. 
It is 100% verified; every fact supplied 
by a responsible individual at every 
company listed. The nature of its con- 
tent makes the JC-K Jewelers’ Directory 
Issue a year-long, day-after-day working 
tool for every jewelry industry member. 


Advertisers are assured of a great and 
alert audience of active buyers. The 
circulation of over 22,000, like the data 
in the Directory sections, is also veri- 
fied! The day-after-day traffic through 
this issue offers not merely billboard 
advertising; but buying traffic from 
people actively in search of merchan- 
dise needed to satisfy customers. 


Over 22,000 buyers throughout the in- 
dustry have come to depend on the 
JC-K Jewelers’ Directory Issue to sup- 
ply them with the buying information 
they need day in, day out —all year 
‘round. Be sure your sales message is 
placed before the eyes of those who 
will be using the 1961 edition. Closing 
date for space reservation is approach- 
ing. Get in touch with your nearest 
JC-K office now for full particulars. 


JO-K JEWELERS’ DIRECTORY ISSUE 


(Published mid-year) A Chilton Publication 
THE JEWELERS’ CIRCULAR-KEYSTONE—Chestnut & 56th Sts., Phila. 39, Pa. 
SHerwood 8-2000 


New York Providence Chicago Los Angeles San Francisco 
100 E. 42nd St. indus. Bank Bldg. 360 N. Michigan 198 S. Alvarado 1355 Market 
OXford 7-3400 GAspee 1-5281 RAndolph 6-2166 DUnkirk 7-4337 UNderhill 1-9737 


Copyright by RAND McNALLY & COMPANY, RB. L 





They're New... . 


OOS 
W 


Wallace Silvers&iths’ contemporary silver- 
plate bowl is designed for flower arrange- 
ments, serving, fruit, sauces or nuts. Com- 
bination of 14-inch square bowl, shown, and 
HARRY BANDE S.P.R.L. a matching five-inch bowl becomes a chip and 

| dip server. Large bowl—$22.50 FTI, small 


92, Pelican Screet*Antwerp 4 none 
mre one—$7.50 FTI. 
lel. 323189 - 390113 


‘DIRECT FROM ANTWERP” 


Cable 
LHARRY BAN ANTWERP 


ADDRESS 
CITY 


YOUR BANK: 








Minivox clock-radio is a Swiss-made minia- 
ture equipped with six transistors and a 


SALESMEN WANTED diode. Clock turns on radio at pre-set time 
and operates on three small batteries. From 
Rensie Watch Co., 302 Fifth Ave., New York. 
CAN EARN $25,000 PER YEAR 


POSITIVELY NO SALES RESISTANCE 


TOP RATED FIRM WITH NATIONALLY 
DISTRIBUTED CATALOGS. 


NEEDS MEN to sell gold and platinum 


findings and castings, finished jewelry, Woman’s watchband, which Flex-Let calls 


“Splendour,” has bold black onyx-like inserts 


charms, bracelets, rings, etc. Sell tc at the center of each expansion link. Band 


is produced in white or yellow gold-filled. 


manufacturing jewelers, jobbers, re- $7.95 FTL 
tail jewelers, repair men, and catalog 
houses. 


Wedding rings, discs, spiral 
bracelets sold by DWT 


TO MEET THE TOUGHEST COMPETITION 


Lightweight sampie line, sell mainly through catalog. 
All territories open. Attractive salary, plus commis- 
sion. Must have some following and knowledge of 
industry. Must be full time. References held in strict- 
est confidence. 











Variation of the Tiffany style engagement 
ring carries subtle “jointed” look from the 
NATIONAL FINDINGS CORP. head to the shank. The 14K “Fiancee” rings 
125 West 45th St. . New York 36, N. Y. are produced in white or yellow gold. Gold- 
stein Gerson Co., 180 W. 46th St., New York. 














JEWELERS’ C/IRCULAR-KEYSTONE, JANUARY 1961 








BRILLIANT SPRING 
JEWELRY SHOWING 


february 19-22, dallas market center 


No more exciting spring jewelry collection anywhere—and it’s all as- 
free buses 
between the Market Center 


and downtown hotels 


free parking 

at the door of every building 
Excellent restaurants 
Escalators to all floors 


sembled for your inspection with one-stop convenience! 

Some 84 rooms of diamonds, watches and precious jewelry lines will 
be on display at the Marriott Motor Hotel, and just across the street 
in the new Market Hall, 260 special temporary exhibits will contain 
many costume jewelry, watch, leather and other lines of interest to 
jewe'ers. Finally, be sure to visit the 200 permanent showrooms of the 
Trade Mart, housing gifts, accessories and other fine items. 

Ail this located just 6 minutes from downtown hotels at the Dallas 
SOUTHWEST BUYING Market Center! 

COSTS LESS IN DALLAS ; 
Ciichs:: tenn: tas ih Gb Oi, be sure to visit all 3 locations 
less to stay in Dallas! From 
Love Field, limousine fare is 
only $1.00 per person, and 
you'll find moderate prices for 
first-class accommodations at 
all major downtown hotels. 
Hundreds of fine restaurants, 


hundreds of things to see and “ues 
do in Dallas! €. MARRIOTT MOTOR HOTEL 








STEMMONS FREEWAY 








A. MARKET MALL 


Round-Trip Flight 

First Class to Dallas DALLAS MAR KE T Cen T:-2 & 
Little Rock 52.91 
Phoenix 135.63 
Houston 41.80 
Oklahoma City 32.89 
New Orleans 78.43 
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newest 
sensational 
advance 

b IN precision 
watchband 
construction... 
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esi > 
SFT EXCLUSIVE TORSION-TESTED Nowe harilcsine! Atisto fan atellles 
“HERCULOCK” LINKS...MADE ONLY BY FORSTNER emereliiielatclell= fit that ‘‘gives” easily 
... STRONGER YET THINNER—MORE FLEXIBLE with every wrist motion. Its firm 
| —~MORE STRETCH TO THE INCH tlexibility gives the watch additional 
BECAUSE ARISTO-FLEX HAS shock protection. 
-- . MORE LINKS TO EACH INCH! Adjustable—of course! 


When you see it, you'll 


believe it... Aristo-flex is 


a real advance in design, 


i 63s Style #81F422 


Stainless Steel 
Bottom 


created by Forstner i <A> Lf 


$8.70 Keystone 
($9.95 F.T.I. Retail) 


Style #81T422 

All Stainless Steel 
70 Keystone 

($5.95 no tax, Retail) 





risto-flex 


WILL BE PRESENTED ON NATIONWIDE TV 
& RADIO, ADVERTISED IN AMERICA’S LEADING 


NATIONAL MAGAZINES 









Display, Mats, ale Oers 


o melee t , s- : one 
ava//lab/e ae CVU Chic > 





















\ hdd 


BT ert bk thi 





THINNER: a TRONGE. RI 


SIOETCH TP THOSE TE BEN NOT 1H. 10 Sy atenTEns 


1 aia Saunt Sare—conrous rarer 10 oun wes 


Aristo-flex Assortment No. 81U200 (16 Watchbands 
(Gold-Filled and Stainless Steel Styles) consists of: 


as 

VV atc 

A r 

VVat T a a \ 

~ e A : try i >mt 
All styles above are 1 yiimeitl. ©: eT.) re | . lled iiers Stainies< Stee stebadelss / oa € 
ty shit . 4 
] 


All styles below are completely Stainless Stee! jw 
4 A ‘ 


16 WATCHBANDS-—TOTAL COST $53.70 / TOTAL RETAIL $117.20 F.T.I./ TOTAL PROFIT $58.46 





=z Authorized Forstner wholesalers 


are on their way to your store— 
see how Forstner 


leads again with Toudner, 


Ly 
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the most exciting JEWELRY’S NAME FOR QUALITY 


FORSTNER, Inc., Irvington 11, New Jersey 


line you'll sell, gy en 


320 Fifth Avenue, New York 1, New York 


sel] sell 29 East Madison Street, Chicago 2, Illinois 
onan ? gunn Forstner, (Canada) Ltd., Sherbrooke, Quebec 





They're New... 


“Sherpa Guide,” by Enicar, is a self-wind- 
ing calendar watch which allows the world 
traveler to see simultaneously the exact time 
in all other time zones. It has two movable 
bezels—and even takes into consideration day- 
light saving time during the summer months. 


Frozen Foon Kite 


COME LAE LCG AP LOA OE OEE FO 


Three Captains frozen food knife is a prod- 
uct of Solingen, Germany. Its 7%-inch pol- 
ished stainless steel blade has a saw on one 
edge and a serrated blade on the other. $3 
. J ¢ Keystone. From P. R. Myers & Co., Mamar- 
oneck, N. Y. 


Your World...and 
“THE LINDLEY MAN” 


Your world is the only world that exists for “The 
Lindley Man.” His only interest is providing you with 
the finest retail boxes... boxes famed for superla- 


tive quality, utmost attractiveness and complete de- Half moons and swirls of wheat stand out 
pendability... boxes that enhance the quality of your on the Florentine finishes of this Barel Bridal 


merchandise and increase the prestige of your store. matched wedding ring set. They are executed 
in 14K white or yellow gold and are $66 


THE EINDLEY MAN" can help, you turn more Keystone a set. Bridal Ring Co., Inc., 88-06 
customers into steady customers. Van Wyck Expressway, Jamaica 18, N. Y. 


Contact “The Lindley Man”... 
a card or wire will start you 
on the way to better packaging. 


eee 


DS einDLey 


| BOX AND PAPER DIVISION 
|_—_—— ills Winaie Completely flexible mail-like bracelet has 


[FEDERAL St licis iinalin Minsealll Ver two graduated rows of diamonds emerging 

| from the folds of the over-lapping straps. In 
14K yellow gold it is $800 retail. From David 
G. Steven Inc., 37 W. 47th St., New York. 
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after °> years of development 


THE GREATEST | 


ADVANCE IN 


OVER 500 YEARS 
OF RING-MAKING! 











Now...a diamond ring that 









PERMITS R 
TO EXPAND UP TO — 
TO PASS OVER KNUCKLE. _ 


e@ tasy to put on 
@ Easy to take off 
e Never too tight 
e Never too ioose 


AS ORDINARY RINGS! 
CANNOT COME APART! 





voto h* ia 
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agieeer® 

Remterss BEekm 

Physicist® E RIC CA N Cable oe suenT 
TESTING LABORATORIES, INC 

so CHURCH STREET, NEW YORK 7 





EXECUTIVE OFFICES 


Hen Peterson, President 
eesaave Ring I 
130 West 46t 
@eow Yor city 


h Street. 


Dear Mr. Peterso: 
We are a to advise that we have completed & post success~- 
t example ef your FEATURE FLEX DIAMOHD RING, which 
he test wes commenced on June 29th and was completed July 15th. 
pur ing this peste’ the ring test ing — was in operation 
any ' AS pone gachine 
8 ning and 


ORE MILLIOB siz 
the test operation the ring was 
examined for any #igns 


sn of 
was observ e 
closing properly- 
i ereeeeo® 
we do not rE comment ons wtTent " s desige,. workmanship 
or perf ormance ites submitted — test, exe cept in 6 factual wey- 
However, ¥* énirat ion for the quality of 
design, r remarkable perf ormanc 
under test, ef your reA 










Very truly yours. 
AMERICA TESTING LABORATORIES. 


pen —f—7 


Inc. 


Director 





ACTS 


for a perfect fit! 


COMPLETELY 
INVISIBLE WHEN WORN! 
COMPLETELY COMFORTABLE! 


ae > ify ft yr eos twist Mo ana 
Turning on the finger 








asia) -s-eanlelom com cal-merelaicelel: 
of the finger...diamonds 
in full view at all times 


Offers greater security 
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INTERCHANGEABLE SHANKS 
FIT ALL RING HEADS 


Interchangeable 
ring shanks ; 
with patented 
built-in 
controlled 
expansion... 
enable you to 
“custom -fit” 

any finger. 


Available in 6 different 

size shanks, ranging from 
314-9, also takes care 

of 14 sizes. In each size the 
shank will expand up to 

3 sizes to pass over knuckie. 
Shank reverts to correct size 
at base of the finger—for a 
custom-fit. Solves knuckle 
problems, finger swelling 
due to climatic conditions, 
pregnancies, arthritis and 
other unusual conditions. 


Replace with correct number 
shank for proper size, 
then tighten screws. 
Screws cannot loosen. 


Rings sized to a 
perfect fit...in your 


own store...in less 
than 2 minutes e Eliminates 


costly ring sizing forever! e Eliminates thin shanks, 
diamonds loosening, poor finish and replating! 
e Eliminates ugly ring guards! 


Saves thousands of 
dollars in inventory. 


No more dead stock due to carrying diamond rings in 
both yellow and white gold. You consummate the sale 
immediately, you merely change the shank for the 
color gold and size desired. 


balare lar 


with contro/led-expansion 


FEATURE FLEX offers tremendous opportunities for 
Remount and Trade-In sales daily...as well as 
“‘up-grading’’ your regular diamond ring sales! 

Contact your authorized Feature Ring Distributor, or write 


FEATURE RING COMPANY, INC. 
130 West 46th Street - New York 36, N.Y. 


FEATURE “LEX RINGS ARE COVERED BY U S. PATENT NO. 2.806.363 AND OTHER PATENTS ISSUED 
AND PENDING IN THE UNITED STATES AND IN FOREIGN COUNTRIES THROUGHOUT THE WORLD. 








THE FLEX KIT CONTAINS 
ee, 


ANYONE can sei a SP tae 
6é *, 99 Sia ir © RY i ¥ 
perfectly fit a a _——— a 
Feature Flex ring a EF — tans Ae 
from size 3%-9...with Lo | ae 
| the interchangeable 
ring shanks in this kit 


in less than 2 minutes! 






~ 
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NOTE tvemy 
fT oO SIZE must er r 


Cu ‘Omer *'S FiNGEe 


ss see o4 mu im : 
open VE AGL Sm ne 
8? BAK stocy me 10 pectectty fn 7 ee me 
PEORDER Uiany Mae he #] 
ast ie age oe. - 
he — Min « Pt prevents 4) | Tv. 
Onder CRD pc = 


yellow white 








SHANKS ALWAYS 
EXCHANGEABLE FOR 

ANY SIZE OR 

COLOR DESIRED. 

THROUGH YOUR AUTHORIZED 
| FEATURE FLEX DISTRIBUTOR. 


\ a” 
\ 


POOH? 
STE ERTL SRE 


. ) * 
Sse 


—— 
—“—« 


a 


Colorful | PAN 
Motion Display | Cen 
to a per 


.  paare ee Counter Card 
; anil Warranty 


Stuffer Guarantee 


Bond 





eeccsesesese MAIL COUPON NOW! snenenennay 


Feature Ring Company, inc. (please print) 
130 West 46th Street 
New York 36, New York 

Date 


Gentiemen: 3 : 
Please rush details of Feature Flex Diamond Rings. Phone! Write or wire your authorized 
[] My authorized Feature Ring Wholesaler is FEATURE FLEX DISTRIBUTOR...or 


Scere $y WiAd Cn. 


130 WEST 46th STREET, 
NEW YORK 36, NEW YORK 


WORLD'S LARGEST MANUFACTURER OF 
QUALITY CRAFTED MOUNTINGS FOR DIAMONDS 






[] Please send name of nearest wholesaler. 





Store Name 
Address : 
City. _ Zone State 


Attention. 


@F.R.CO.INC. 1960 


LEI IBRD... 


Ring Buying 
To the Editors: 

“Maximize Your Diamond Profits” 
by Samuel I. Reese is practical and to 
the point. It should be helpful to a 
great many jewelers who are flounder- 
ing with inventory problems... . 

HOWARD KOERPEL 
Tobias, Meyer & Medenzahl 
New York 


@ @ The article was very educational. 
If more people would operate along 
these lines we would have an all-round 
sounder business. 

HERMAN SLYPER 
Amsterdam 


@ @ Very illuminating. ... We under- 
write the policy of minimum buying 
and constant replenishment as demand- 
ed by business activity. 
A. N. BERNSTEIN 
Jewel Box of Burlington 
Burlington, N. C. 


Credit Applicants 
To the Editors: 

Please send us 12 copies of the article 
“Reduce Risk in Credit Sales’ from 
your November issue. 

EMIL ROSE 
Detroit Rose Jewelers 


Watchmaker Future 


To the Editors: 

Several articles published recently in 
JC-K seem to indicate that the future 
doesn’t look too good for watchmaking 
schools, and maybe not for watchmak- 
ing trainees either. ... 

We have a larger enrollment now 
than we have had during the past seven 
or eight years, and job openings for our 
graduating students are better than 
ever. This makes us here at Paris 
Junior College feel pretty good about 
the future in watchmaking and the 
jewelry field. 

PROF. TERRELL BOYD 
Paris Junior College 
Paris, Tex. 
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l y 
\ eare pleased 


P 
to present... 


DIAMOND RINGS 
with contro/led-expans/on 


a diamond ring that 
E-X-P-A-N-D-S | 
over the knuckle 


CONTRACTS 


for a perfect fit! 


PATENTED CONTRACTS TO 


CONTROLLED 
EXPANSION 
PERMITS RING 
TO EXPAND UP 
TO 3 SIZES 


FIT FINGER 
PERFECTLY! 
COMPLETELY 
INVISIBLE 
WHEN WORN 





TO PASS . COMPLETELY 
OVER KNUCKLE , COMFORTABLE! 


FLEXIBLE 
YET 
STRONG AS 


A. G. SCHWAB & SONS iwc. 
229 EAST 6th STREET 
CINCINNATI 2,OHIO «+ PArkway 1-0907 


“83rd Year Serving the Retailer.” 











APART! 








DIAMOND RINGS 
with contro/led-expansion 


a diamond ring that 


E-x-P-A-N-D-S 


over the knuckle 


CONTRACTS 


for a perfect fit! 


PATENTED CONTRACTS TO 
CONTROLLED EIT FINGER 
EXPANSION RFECTLY 
PERMITS RING COMPLETELY 
TO EXPAND UP INVISIBLE 

TO 3 SIZES QZ SS sWHEN WORN 
TO PASS . COMPLETELY 
OVER KNUCKLE COMFORTABLE 


FLEXIBLE 
YET 


STRONG AS 
ORDINARY 


= =" 
SS 
So 


BS : S oo = . 
se : ~ * x . > 
Baie Sa Ss = ae 
Bo 4 ¥ Si Bx ~ * > 28 . 
es SS me : x Y 3 & Sse 
<i — BESS, , ‘ ‘ iii : < aes: 


373 WASHINGTON STREET 
BOSTON 8, MASS. e@ WHAncock 6-023! 
Loose and Mounted Diamonds OUR 5lst YEAR. 














Yes, the rumors are true! 


100% AMERICAN - MADE 
ADJUSTABLE WATCHBANDS 
at the LOWEST PRICE EVER! 


/ 


BREAKS THROUGH PRICE 


BARRIER...... ACHIEVES 
WATCHBAND AUTOMATION! 


| Fhe Dream | The dream of every watchband manufacturer has been achieved 
by Duchess! Automation . . . the fabrication, manufacture and assembly of 


the heart of the watchband in one continuous process, eliminating costly hand 
operations and possibilities for costly human error! 


How does the successful attainment of this dream affect you? In 
many wonderful ways! But all we have room for now is this .. . 


NOW YOU CAN SELL A SUPER QUALITY 
COMPLETELY AMERICAN-MADE ADJUST- 
ABLE WATCHBAND AT PRICES COMPETITIVE 
WITH MANY OF THE CHEAPEST IMPORTS! 
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Of) whe | 
AUTOMATION, 


The HEART OF THE AUTOMATION waTcHBAND 


STAINLESS STEEL FREE-FLOATING RIVETS COMPLETELY AUTOMATED BY THE MOST PRECISE, MOST 


a ADVANCED ENGINEERING AND MANUFACTURE. 
oY / UNTOUCHED BY HUMAN HANDS IN ITS COMPLETE FABRI- 
Yo / CATION AND PRODUCTION, NO OTHER SKELETON IS AS 

FLEXIBLE, AS SMOOTH, AS TOUGH AS THIS ONE. WE DEFY 
YOU TO BREAK IT WITH YOUR HANDS. TEST IT YOURSELF. 
WE WILL BE PLEASED TO SEND YOU A FREE SAMPLE UPON 


ALL STAINLESS STEEL LINKS. YOUR REQUEST. 


7 ere UW 
Mever bef Illustrated are the finest watchbands in the world, the 


heart of which is produced completely through automation. We call them The 
Duchess AUTOMATION and we back them up with the same high Duchess stand- 
ards and guarantees as our regular line of Duchess Custom-Size. 


SOLD THROUGH YOUR WHOLESALER. 


99 Be sure to see the Duchess AUTOMATION Write today for the name 
of your nearest Duchess wholesaler. 


uchesds JEWELRY MFG. CORP. 


300 Observer Highway Hoboken, New Jersey 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1961 42 








W. are pleased to present.. 


Sater lar 


DIAMOND RINGS 
with controlled-expansion 


Mme BE: Weekes ele me wbeecam gee: hy 


E-X-P-A-N-D-S 


over the knuckle 


\ CONTRACTS 


for a perfect fit! 


PATENTED CONTRACTS TO 
~~ CONTROLLED FIT FINGER 
EXPANSION un) * PERFECTLY 


PERMITS RING COMPLETELY 
TO EXPAND UP INVISIBLE 


oS 
TO : SIZES WHEN WORN 
TO PASS COMPLETELY 
OVER KNUCKLE COMFORTABLE 
a we Pe = 


all 
FLEXIBLE 
STRONG AS 


ORDINARY 
RINGS' 


APART! 


Moore-DeGrazier Co., Inc. 
Importers 
Wholesalers of Diamonds & Fine Jewelry 
210 Life of America Bidg., 311 South Akard St. 
Dallas 2, Texas -° Riverside 2-6278 








TRAFFIC BUILDERS! 


Also available — Elk, I'% in. Dia. 
Shrine, Eastern Star key - 

chains, $15.00 per 100 
— may be asst'd. 

















All coins gold-plated 
bronze Newspaper mais 
furnished Each can be 
advertised for 49¢ or given 
free with other purchase. 
Promotional possibilities 
unlimited! Terms: 10 days 
net to rated jewelers. 
Others, cash with order 
MASONIC KEY F.0.B. Nashville. (3 Ibs. MASONIC 
. : per C.) Postage prepaid 
CHAIN—-| in. diam. if check accompanies COIN 
Your Cost-—$15.00 per eres a . oe yl ma 
100. Minimum order Special Order Mixed orders accepted. 
Mixed orders accepted. Coins & key chains for Space to engrave lodge 
Space on back to en- anniversaries, commenda- name, number and date 
grave name, lodge, etc. tions, dedications of decrees. 


GOLDNER ASSOCIATES Neshvilic, toon. 














WEDDING RING BLANKS 


Guaranteed Qualit 
Largest Select 
Low Cost Custom 

All Karats 
Traditional Styles | 


SE 


es | ee ee, 
Jo ift . ord O.'°~/71NC. 
TRIAL VILI CEDAR GROVE, N 


Tax Tables 
To the Editors: 

Do you have copies of the tax break- 
down, starting on page 27 of your Di- 
rectory Issue? If so, I should like to 
have two copies. 

ARTHUR M. MEEK 
New Castle, Pa. 


Reprints of the tax charts are avail- 
able, printed on one side of heavy, 
glossy paper, at $1 per set. The charts 
show commonly used FTI prices up to 
$100; also the retail base price; and 
state or local sales taxes at 1 per cent, 
1.5 per cent, 2 per cent, 2.5 per cent, 
3 per cent, 3.5 per cent and 4 per cent. 
Address: JC-K, Reader Service Depart- 
ment, Chestnut and 56th Sts., Philadel- 
phia 39.—The Editors. 


Collectors’ Corner 
To The Editors: 


I enjoy your magazine very much. 
I especially like September’s ‘“‘Collec- 
tors’ Corner.”’ Why not publish a chart 
for a different make each month? 
Knowledge like that helps build cus- 

tomer confidence. 
ROBERT W. BOWMAN, JR. 
Bowman’s Jewelry 

Gate City, Va. 


Wholesale (?) Catalogs 
To the Editors: 


The X Co. and the Y Co. wholesale 
catalogs claim to offer wholesale prices. 
See their code instructions on an in- 
side page. However, they do not show 
legitimate wholesale prices at all—but 
markups that range from 10 per cent 
to 50 per cent higher than legitimate 
wholesale prices. 

Since these catalogs are distributed 
to consumers through the mail, they 
constitute fraud: they falsely represent 
the code price to be legitimate whole- 
sale prices. The so-called wholesale 
prices (coded) on watches, diamonds 
and jewelry have a markup of 33 to 100 
per cent above the price that legitimate 
jewelers pay for the same item. 
Chicago NAME WITHHELD 
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I'm aman of few words since mah 
mouth haired over, but ah got one 
thing to say to you square shooters: 
Use thet ever lovin’ JC-K Directory Issue. 








It puts you on the trail of thousands of sources 
of supply quicker and easier than any injun guide. 





Maybe you’re a-hankerin’ for coin jewelry or beads— 
whatever, that JC-K Directory Issue is a real pardner, Pardner! 
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LONGINES-WITTNAUER 


and your guality watch business 


for 196] 


As we enter the second year of the fabu- 
lous 60’s we sincerely think that this 
decade will bring a great new era of 
prosperity and growth to the free world. 
Here in the United States the 60’s will 
mark the launching of a record number 
of new households as World War II's 
fantastic baby crop assumes maturity. 
Their needs and purchasing power spell 
volume business for jewelers alert 
enough to go after it. 


Now's the time to move forward aggres- 
sively towards this lush potential. The 
year ahead can bring unprecedented 
new successes IF the professional jew- 
eler adheres to these basic business 
principles: 
1) Stress quality—in every line you 
carry and promote. 
2) Trade-up to the best quality your 
customer can afford. 


So long as you offer highest quality— 
Longines-Wittnauer products, for ex- 
ample—trading-up results in greater 
value for the customer. For you, it 
means the greatest dollar returns for 
your inventory investment. All this 
depends, of course, on whether you 
trade-up within a framework of real 
and honest quality—dquality which will 
insure complete and lasting consumer 
Satisfaction. 


To do this successfully, you must offer 
lines with genuine consumer acceptance 
and appeal. Most important, your lines 
must be carried in enough depth to en- 
able you to successfully trade-up. Don’t 
lose sales because you lack selection. 


Our Offer 


We feel that the outstanding products 
of Longines-Wittnauer are your best ve- 
hicles for trading-up. Our watches and 
clocks are available in every price range 
—ain every conceivable style. We pro- 
duce more models, in fact, than any 
other line! Add to this the vital fact 
that Longines-Wittnauer offers you, for 
your very own, one of the great QUAL - 
ITY brand images in America today. 


46 


Our record of national advertising dur- 
ing the past year stands alone in the 
quality watch industry. 


Longines-Wittnaver Quality 
On T.V. And Radio 


David Brinkley 


During these 12 months we presented 
14 full-hour television specials on NBC- 
TV, coast-to-coast. You will recall Chet 
Huntley and David Brinkley and their 
incisive interviews with Senators Ken- 
nedy and Johnson and Vice President 
Nixon and Ambassador Lodge. 


Richard Nixon Henry Lodge 


Did you hear our complete coverage of 
the 1960 Olympics direct from Squaw 
Valley—on NBC and CBS Radio? 


And, if you listened to your radio at 
all in the months before Christmas, 
chances are you heard at least part of 
the Longines-Wittnauer saturation 
news series on NBC’s “News On The 
Hour” (7 am-11 pm, Monday-Friday). 


So you see we are doing a job of pre- 
conditioning millions of customers for 
you. BUT ONLY YOU can finally 
transform this interest and acceptance 
into a sale. AND ONLY YOU can 
make your profit, 


Among your New Year's resolutions 
why not resolve to serve your custom- 
ers (and yourself) better by featuring 
the Quality, Prestige and Reputation of 
Longines-Wittnauer products? 





Common Sense Business Booklet 


During a recent sales clinic 

a group of our senior sales- 

men (men who learned the 

jewelry business the old 

and hard way) came up 
with some ideas that we thought were 
sound as $20 gold pieces. We recorded 
them almost verbatim in a simple 10- 
page booklet called, “A MAN-TO- 
MAN TALK ABOUT YOUR QUAL- 
ITY WATCH BUSINESS” which will 
be ready for release soon. 


We think every store owner and man- 
ager will find it provocative. And we 
would like you to have a copy free. To 
make sure you get yours, fill in the 
coupon below and send it to us, 


Longines-Wittnauer Watch Company 
580 Fifth Avenue + New York 36, New York 


Please send free copy of booklet, ‘‘A Man-To- 
Man Talk About Your Quality Watch Business.”’ 


Store Name 





Address 





_Zone___ State 





LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 

LE COULTRE _ 
VACHERON & CONSTANTIN 
ATMOS 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1961 





JEWELERS’ 





CIRCULAR-KEYSTONE 





= 

















2 ee Sisal 


S* IT WITH BEADS: Should a cus- 
tomer ever intimate she would 
just love to go native you may be 
able to sell her a right smart mess 
of beads. 

She should be a push over for a 
ood old Zulu custom—communicat- 
ing through beads. 

If a Zulu gal develops a yen for a 
Zulu guy. she doesn’t spend any time 
beating about in the bush. Not a bit 
of it: she sends him a bead necklace. 

If the beads are green, that means 
But red 
beads tells the boy friend she is up 


she’s really gone on him. 


in arms about something he has done 
or not done. 

Blue beads mean she'll leave him 
flat if he doesn’t straighten up and 
fly right. And if a lady Zulu adds a 
few yellow beads to the blue, that 
means she won't be back. Never, no. 
never! 

We would think Zulu gents would 
have worked out some colored bead 
combination which, translated, would 
mean: “You know what you can do 
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SPEAKING OF THE JEWELRY TRADE 


with your blue and yellow beads. 
babe.” 

Maybe you could work one up 
yourself, so you could sell the mas- 


culine market. 


— SQUEEZE: He said: “I will,” 
she said “I will.” 

Then, half an hour later, English 
bride Joan Fenwick of Newcastle was 
rushed to the hospital to have her 
wedding ring cut off. 

It wasn't that she had had a change 
of heart; just that the ring was so 
tight it had cut off the circulation in 
her ring finger. 

“It’s going to be rather embarrass- 
ing on our honeymoon,” commented 
the now ringless bride. 

English understatement. 


~ PECIALIST: Once you've. stolen 
jewelry you don’t want to bother 
with anything else . . . apparently. 
In Los Angeles not long ago a 
thug held up a couple leaving a bar. 


From the man he took a $200 ring. 


From the woman he lifted a platinum 
ring worth $3000. 
The bandit regarded the woman's 
expensive mink, felt the fur briefly. 
“Lady. you can keep the rabbit,” 


he sniffed. 


i enn HEN OR THE EGG? A Dallas 
jeweler gained new insight into 
priorities not long ago. 
Seeing a pair of teenage girls 


ogling engagement rings in his show 
windows, Joe Linz wandered out to 
make with the snappy repartee. 
“Well, have you got your boys 
picked out yet?” he beamed. 
“Oh, no,” replied one of the girls. 
“First things first, you know.” 
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Goidstein-Gerson co.,inc. 
/he Wouse of Viahiade 130 WEST 46th STREET, NEW YORK, N.Y. 
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Si THEY WORK! You know that 
rumor that no vice president 
could do a day’s work if he had to? 

Well, t’ain’t so. 
a days work if they have to. 


Veepees can do 


Proof comes from Canada. Noi 
long ago, Jack Durie, vice-president 
of the International Silver Co. of 
Canada, walked into Cliff Leavere’s 
jewelry store in Port Colborne. Ont. 

Durie doffed his jacket, rolled up 
his sleeves and proceeded to mop the 
floor. He did other tasks as directed 
by Leavere. then got down to the 
main business of the day—giving 
away 400 gifts to the store’s first 400 
customers. 

Was Durie some kind of a nut or 
something? Of course not. He was 
playing his part in a very successful 
Silver 


Theory was that people like free oifts 


International promotion. 
and like seeing veepees roll up their 
sleeves and work. 


Seems reasonable. 


K EEPS "EM SHINING: A big hotel is 
a world unto itself. Below decks 


toil men of many crafts, unseen and 


unknown by the hotel’s customers. 


One of the “men behind the 
scenes” in New York’s Waldorf-As- 
toria is a master silversmith, Douglas 
Temple. 

Doug’s shop on the 19th floor is 
equipped with a buffing machine, an 
air compressor for soft soldering and 
a drill press. Here, far from the 
maddening crowd, he _ reconditions 
The Waldorf’s flatware and hollow- 
ware. 

Doug never has to worry about 
traffic in his secluded shop. The Wal- 
dorf’s silver inventory runs into thou- 
sands of pieces: many of them are 
broken, dented or scratched every 
day, and all are grist for Doug's 
19th floor mill. 


S” PS oN! | sed to be you could get 


a good cup of java for a nickel. 
Now there’s guys laying out $45,000 
for breakfast. 

No ordinary hash house breakfast. 
mind you, but “Breakfast at Tif- 
fany’s.” 

That was the price paid by Holly- 


wood for three minutes and 15 sec- 
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onds of film time in the movie version 
of Truman Capote’s story about the 
misadventures of Holly Golighty, flea- 
brained young woman of less than 
conventional virtue. 

Shooting the Tiffany scenes was 
done on the first Sunday of October. 
causing incredible confusion in the 
dignified jewelry house. 

To do the job 75 technicians, 24 
extras, 20 Tiffany clerks, 30 Tiffany 
executives were paid double time for 
12 hours “on location.” 

[t was the first time the 123-year- 
old store had been open on Sunday 
since the draft riots of 1863 when 
loyal employees stood guard to pre- 
vent possible looting during the riots. 

Consensus is that it won't be a reg- 
ular occurrence if Tiffany manage- 
ment has anything to say about it. 


R' BLE RUMBLE: The Soviet Got- 
rockses are getting frightened lest 
their hordes of rubles turn to rubble, 
our Muscovite correspondent Bitcha 
Thumboff reports. 

The Kremlin says it will bring out 
a new “heavy” ruble, worth 10 of the 
present ruble, early in 1961. 

It also says it will take any amount 
of the old rubles in exchange for the 
new. 

Rich Reds aren’t so sure. They fear 
officials will be curious to know how 
they happened to accumulate so many 
rubles in the “workers’ ” state. 

So they are going on buying sprees. 
putting their excess rubles into jew- 
elry, precious metals, and foreign 
currency, particularly that printed by 


Uncle Sam. 


OR GOOD BEHAVIOUR: It’s those lit- 
I tle “extras” that often endear a 
jeweler to his customers. 


Take the London 


placed this ad in his suburban news- 


jeweler who 


paper: 

“If the two gentlemen and a blonde 
who threw a car jack through our 
window and stole 50 diamond rings 
will come into the shop, we will give 
them the free insurance against loss, 
theft or damage that we give with 
every ring.” 








Charm them 


by Jerry Gewirtz 
JC-K Fashion Consultant 


@® MEANINGFUL CHARMS always sell! 

There may be controversy over whether the 
larger or smaller charm sells better in a particu- 
lar season, but there is no doubt that the charm 
that denotes a special occasion is as perennial as 
the event itself. 

The charm as an accessory has been a fashion 
fact for thousands of years. The amulet that 
warded off evil influences is the granddaddy of 
today’s host of good luck charms. 

It was not, however, until the late Twenties 
and early Thirties when technological changes 
occurred that charms enjoyed widespread favor. 
Once the handmade charm of the early Twenties 
became a mass-produced reality, the threshold for 
sales was open-ended. Charms were available to 
everyone. And what seemed at first like a fashion 
flurry became a buying storm! 

Antique reproductions, copies of grandfather’s 
watch fob, the monogrammed disc, the jeweled 
drop, mechanical charms jeweled for added ap- 
peal, musical drops that played a popular song, 
school keys, “‘dearest’”’ spelled in precious stones, 
the perfume bottle that really holds the scent, 





Old-favorite bangles and dangles 


8 
are holding their own— 
but new ones are linked to special 


places, dates, sports and hobbies 


blobs of colored stones from Italy, popular rec- 
ords—countless others made their debut each 
season, some continuing as staples. 

Charms got bigger, more jeweled, more in- 
tricate, more personalized. 


Help from TV 

Television got into the act, and charm brace- 
lets got their biggest boost when Marchal was 
(and still is) credited each week for designing 
a charm bracelet for the person honored on This 
Is Your Life. 

What next? Jewelers wondered what could be 
new. 

First, jewelry fashions inspired new numbers. 
Colorful charms reflected the re-emergence of 
precious stones and diamonds on yellow gold 
jewelry. 

Then manufacturers began to give less atten- 
tion to fashion and more to changing trends in 
people’s leisure-time interests. Today, it is more 
probable that a new charm is created because a 
particular sport or hobby has suddenly grown in 

(please turn to page 68) 





by Marvin Rogers* 


nOW 


OBTAIN 


THOSE 

NEEDED 
“CREDIT 

VALUES” 


Can the 
customer pay? 
Does he want 
to? And can 
you find him 


if he doesn’t? 


@ THREE BASIC FACTORS to consider when evaluat- 
ing an applicant for credit are: 1. Does he have 
the ability to pay? 2. Does he have the desire to 
pay? 3. Can I locate him if he has neither? 

When a store makes a credit sale, its chief 
concern is to obtain payment for the merchandise 
with a minimum of expense, time, and effort. To 
achieve this, one must plan for it by intelligent 
credit granting; one needs a sound knowledge of 
“eredit values.” 

“Credit values” can be best explained as those 
items of information that give us a basis for an 
opinion of a customer’s credit qualifications. Ob- 
viously the amount of money involved in the sale 
has much to do with any decision, but bear in 
mind that in the jewelry industry the small buyer 
of today may suddenly be an “impulse” diamond 
buyer next month, and if we can determine his 
credit value beforehand, at least to some degree, 
it will be a step toward making the large sale 
of the future. 

One of the quickest and best sources of credit 
information is the customer’s job. Certainly the 
most direct way of determining a customer’s abili- 
ty to pay is to talk to his employer. Does he have 
steady work? Has there been any collection ef- 
fort by firms or individuals? Has he been there 
for the amount of time he stated in his applica- 
tion for credit? Is it likely that he will be trans- 
fered to another area? Is the salary substantial? 


They'll Talk 


Fortunately, most employers seem quite willing 
to discuss an employee at great length. By en- 
couraging this conversation you can often get 
all the information you may need for a decision, 
and the cost is only a telephone call. The employ- 
er often has knowledge of a man’s personal habits, 
types of friends, drinking problems, if any, and 
many other interesting scraps of information. 

Be cautious, however, about disclosing your 
store name; it is wise to indicate only that you 
are a member of the credit bureau because the 
employer will often advise the employee of this 
inquiry, which could prove quite embarrassing 
and possibly jeopardize future sales. Generally 
a customer doesn’t seem to mind inquiries of this 
type if he believes them to have been made by a 
fact-finding agency, and as a result many firms 
will have an additional name for this purpose as 
well as for use in special collection effort, law 
suits, etc. The name, such as Jones Credit Con- 
sulting Company, or Smith Adjustment Company, 
etc., can be most helpful and will usually cost 





* The author is credit manager for the Seattle stores of Weisfield’s 
Inc. Associated with the jewelry industry since 1940, he has given 
many lectures on credit and collection problems and on creative selling 


by credit jewelry store personnel. 
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nothing more than the stationery. A license is 
normally not required if this company actually 
transacts no business. 

If at all possible, try to maintain a reciprocity 
agreement with other merchants in the free ex- 
change of credit information. Get the applicant’s 
credit history from other firms, such as the date 
the account was opened, high balance, present 
balance, terms and paying habits. Too many ad- 
jectives in this connection are confusing and com- 
ments such as “paying as agreed,” “prompt” and 
“satisfactory” should be listed as “O. K.” If the 
customer pays better than the requred terms 
it should be listed as “better than agreed.” If he 
pays slow, or very slow, if he is closed to further 
credit or charged off to profit and loss (P & L) 
then so state. 


Weigh the Facts 

Many credit people are inclined to rate an 
account worse than it really is, and generally the 
person giving the rating is merely a credit clerk 
rather than a credit manager. If the rating is less 
than good, obtain the facts—how many payments 
were missed, was it recent, and the reason, such 
as illness, temporary unemployment, strike, etc. 
There is an important difference between a cus- 
tomer who has had an honest problem in the 
payment of an account and one who is simply 
unconcerned with the bill unless drastically 
prompted. 

In addition to getting credit information, take 
advantage of the files other merchants have. Con- 
firm the home address and the job, and if addi- 
tional information is readily available go into 
detail and check your information against theirs. 
Many firms are pleased to compare data with 
you to reassure themselves. Try to determine 
their basis for having granted credit. Finance 
companies, for example, usually obtain much more 
information than jewelry stores do, and their 
information can often be easily obtained. Be spe- 
cific: determine the exact type of account that 
has been opened—auto financing, a money loan 
with household goods as chattel, a co-signed loan 
or possibly a straight signature loan. From a 
standpoint of evaluation, it is obvious that any 
customer who is able to obtain a loan of $250 on 
his signature only has a far better credit rating 
than someone who must use his household goods 
as a chattel to borrow $350. Finance companies 
are always most careful to compile the names of 
his other creditors and the customer is generally 
required to sign a statement stating that this is 
an accurate list of all his existing obligations, etc. 
This is another excellent area of comparison for 
you. 

Additional firms should be phoned, depending 
upon the quantity of information you feel it 
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necessary to have before approving the purchase. 
Avoid a firm which is known to have a poorly 
functioning credit department and which 1s also 
extending credit in an almost desperate manner. 
Its rating may be dangerous. Also, beware of the 
firm that will intentionally give you an erroneous 
rating on one of its accounts, in hopes you will 
decline the sale, which it will then try to consum- 
mate. 

The third principal source of “credit values” 
is the local credit bureau. Here it is wise to cau- 
tion your credit personnel to again obtain facts 
only, not opinions. There is a tendency to accept 
any generalization the bureau’s credit reporter 
may offer even though she may be merely a young 
girl on her first credit job. Normally, a credit 
bureau is a non-profit, fact-gathering agency that 
obtains whatever information it can within the 
limits of its budget but only brings this informa- 
tion to a current level when requested by a mem- 
ber. 


Beware Old Info 


In most cases, the information in credit bureau 
files seems to be about a year old, but it can 
range from current to as much as 15 years since 
the date of the last checking. Always be certain 
that the spelling of the name coincides, so that 
the possibility of an erroneous report is mini- 
mized. Find how long the bureau has had a file 
(this is part of the “stability” factor so important 
in credit consideration) and determine when it 
was last checked. If it is too old to be of any appre- 
ciable value, have the bureau bring it up to date. 

Analyse these reports carefully and, even 
though the bureau is not permitted to disclose 
the names of these firms, you can often determine 
their identity by the general term such as “finance 
company,’ “bank,” or “department store.” By 
checking them against the names listed in the 
customer’s application for credit, you will be 
able to call direct for additional information. 

Many times you can be misled by a bureau file 
if the year these accounts were last reported was 
not noted accurately by you. For example. if the 
customer had a credit problem for the years 1955- 
56-57 you should not be seriously concerned if it is 
followed by excellent and substantial ratings for 
the years 1958-59-60. Also bear in mind that a 
man will pay a bank more quickly for his car 
than he will a jewelry store for a diamond. If you 
find an entry for a jewelry store, then you have 
found the perfect parallel upon which, to a sub- 
stantial degree, you can base your own decision. 


Evaluate Bad News, Too 


Finally, the bureau will have any derogatory 
information on the file. This may include suits, 
(please turn to page 75) 
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by Virginia Dixon 
JC-K Display Consultant 


ACCENT 
ON 
WATCHES 


Here are four timely ideas 
for timepiece display, 
intended to stimulate desire 


to own or to give 


e A watch is the most complicated mechanism 
of its size in common use; it is a distinctive piece 
of merchandise; it deserves thoughtful and care- 
ful promotion. 

Although watches which keep accurate time 
have become so commonplace that even small 
children own them, the most ordinary watch is a 
remarkable little machine which should be treated 
with respect by both the person who sells it and 
the person who buys it. A fine watch is a pos- 
session of which its owner should be truly proud 

. and pride of ownership is one of the strong- 
est of selling forces. Many shoppers size up the 
merchandise they see in terms of the presentation 
given it by the merchant. 

The jeweler, therefore, certainly should not 
present his watches merely as an anonymous 
array of gift boxes at such and such a price. They 
are individual mechanisms, each with its own 
specific characteristics. They can and should be 
identified according to their type and kind of use- 
fulness and related to the individual for which 
they are most suitable. 

Here are some ways to do just that: 
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Sentimental attention-getter for use before Feb. 14, to sell gift 


ls ne ee 


Own one watch for dress, another for sport or business. 


Sketch A—“‘What more suitable gift for your 
‘Important Valentine’ than a lovely watch?’ is 
suggested in this setting. Large heart-shaped 
cut-outs are covered in red satin to frame group- 
ings of men’s and ladies’ watches. “For Him” 
and “For Her’ tags are tied to the hearts with 
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watches. One heart is ‘‘for her’’ and the other “for him.” 





Some of these watches ‘“‘talk’’ with cartoon-style blurbs. 


bows of satin ribbon. Tiny heart cut-outs are 
scattered across the background. Watches are 
arranged in their boxes on step elevations and 
on cylinder supports. 


Sketch B—The ownership of two watches is 
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promoted in this display with a fashion slant. 
Paper doll fashion figures are grouped in pairs 
(dressy and business or sports outfits) with ap- 
propriate styles in watches on circular elevations. 
Additional watches are shown on slender fabric- 
covered cylinders. The copy panel on the back- 
ground reads, “Two Watches are Fashion Right 

. one styled for dress . one for informal 
wear. ’” The figures may be sketched by a 
local artist or suitable illustrations from a fashion 
magazine may be cut out and mounted on stiff 
cardboard. 


Sketch C—These watches speak for themselves 
by means of small, hand-lettered copy blurbs 
pinned to the watch boxes. A wall clock or draw- 
ing of a giant pocket watch is used against the 
background with a copy panel. The blurbs de- 
scribe the watch, indicate price and suggest the 
type of person for whom they are most suitable, 
for example... “I have a sturdy and accurate 
17-jewel movement in a finely styled gold case 
with a sweep second hand and would make a 
young student nurse very happy.” 


Sketch D—Paper sculpture hands circle a copy 
panel on the background of this window and dis- 
play a variety of watches. Additional watches 
are arranged in gift boxes on elevations and on 


Each cardboard wrist models a different type of watch. 


the floor. The stylized hands can be cut from 
heavy drawing paper or light cardboard that is 
stiff enough to hold a watch on the cylinder 
formed to make the wrist. Paper cuffs trim the 
wrists which are tacked to a background panel. 


The copy card covers the fastenings. Zea 
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by Jacob Karlan 


DIESTRUCK RIN 


The head of a large 


ring manufacturing firm 


outlines what he feels 
are the advantages of 


clean, sharp stamping Master dies, precision made by hand, are first produced in soft 


steel, later hardened for accurate forming of production dies. 


@® HAVE YOU EVER NOTICED a ring on a customer’s 
finger that you recognized as of ancient vintage, 
but that had the old filigree or design remark- 
ably preserved and showed little wear? Have you 
ever seen new rings of white or yellow gold that 
seemed to have an exceptionally high polish? 
Have you seen rings with small diamonds that 
seemed to have inordinate sparkle for the price 
tag? 

On the other hand, have you wondered why 
a customer’s ring which was bought quite re- 
cently showed a remarkable amount of wear? 

Have you wondered why some rings lose their 

diamonds while others never do, and blamed it Separate ring components are stamped on these very fast presses. 
on the setters? Have vou wondered what made Gold parts are softened between processes to preserve the dies. 
some rings pit and develop holes in various areas? 

Have you asked yourself what made some rings 
show up their designs sharply and with strong 
definition, while others were vague and indistinct? 
Why some rings can be stretched to much larger 
sizes than others? 

[ am sorry to say that very few jewelers can 
boast of a. knowledge of the manufacture of rings 
that goes very far beyond knowing what they 
are made of. And this knowledge results only 
from the requirement that the composition of a 
ring’s material be clearly stamped in the shanks. 


* 


The Important “How” 
Yet k ‘inge how rings are made is as 3 ’ Ring components, after stamping, are examined, buffed, and given 
et Knowing now Frings are made 1S as impor- necessary machine alterations, such as precision hole drilling. 
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tant to jewelers as knowledge ot content and de- 
sign. There are ways to make rings that are as 
different as day and night. 

It would be well for you to know about this 
vast difference in rings and the ways they are 
manufactured. 

Rings can be mass produced in one of two ways: 
by die-striking, or by casting. Each has its ad- 
vantages and disadvantages, which I shall de- 

STEPS scribe. 
a A number of years back, all rings were struck 
from dies. That is, parts were stamped (or 
he “struck” as we say in the trade) from solid metal 
sheets. These sheets were of gold or platinum 
which had already been rolled to precise dimen- 
sions. Such rolling is good for metal. It makes 
it non-porous. It makes it malleable. It makes 
it strong and solid, because it pushes the molecules 
of the metal closer to each other. 

To stamp (or die-strike) a ring part, the die 
is fixed in a hammer-like device which is raised 
a number of feet above the metal and dropped 
upon it, thereby cutting out the part and also 
stamping the design into the metal. This process 
not only forms a clean, sharp, highly detailed 
piece, but in so doing, it compresses and squeezes 
the metal so that, to some degree, it becomes 
stronger and harder and more susceptible to high 
polish and to bending and twisting and shaping. 
It imparts extreme dimensional accuracy. It is 
easier to set diamonds into the part. It is easier 
to solder the part, or to tool it or shape it. No 
other method of forming is sharper or more ac- 
curate for setting diamonds or other precious 
stones. 

Actually, by volume, die struck metal weighs 
more than metal in rings made by casting, because 
of the density of the molecules. 

But, please bear in mind: There are shapes, 
designs and forms that cannot be made easily by 
die-striking, that are simpler to make by casting. 


Casting begins with wax rings on inch-long stems cast in ‘‘Chinese 
puzzle’’ molds. Wax rings are set in ‘‘trees’’ for plaster casting. 


Plaster cast, with wax “‘tree’’ burned away, is spun on centrifuge, 7h 
forcing molten gold into cavities left by burned away wax ‘“‘tree.”’ Low Initial Investment 
The casting process has many advantages. It 


is less involved. It does not require an investment 
in relatively expensive and time-consuming dies. 
It was originally developed for use in dentistry, 
to form shapes for bridges and fillings. It does not 
require that a large number of rings or findings 
of a particular style be produced in order to 
amortize the initial cost of casting. Relatively 
few of a style are needed to make the investment 
in it worthwhile. 
it stands to reason, however, that when gold 
is melted and poured into a mold, it is apt to be 
| porous by comparison with that which starts 
. out solid and is made even more so by being ham- 


Gold “tree” of rings is broken out of plaster cast and cleaned in mered with a heavy weight. Molded (cast) gold 
running water. Dull gold rings are then cut from stems, polished. (please turn to page 72) 
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Study shows purchases 
for 10-to-14 
age group up sharply, 


Rising 
Jewelry 
Sales 

to 
Youngsters 
Signal 
Approaching 
Marriage 
Boom 


by Albert E. Haase 
President, Jewelry Industry Council 


as are graduation gifts, 
portents of rash of 


engagements to come soon 


@ When are engagement ring sales really going 
up? How about quality watches and what about 
silver? When are they going up? 

These are questions asked more frequently than 
any others during 1960. They are based on the 
hope that the long-expected marriage boom aris- 
ing out of the birth-rate boom of the 40’s will be 
here any moment. 

This report offers a digest of answers which 
the Jewelry Industry Council has made to these 
questions and a table of suggested retail jewelry- 
store sales goals, year by year, for the next seven 
yvears—sales goals based on information contained 
in this digest. 

The quickest way of getting at answers to these 
particular questions on watches, diamonds and 
silver is to find out if youngsters born in the 40’s 
have as yet left any real mark on jewelry-store 
sales. And then, if they have, to try to measure 
the time from that date to the date of their ex- 
pected impact on graduation, engagement and 
wedding markets—markets that mean increased 
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sales of jeweled-lever watches, diamonds and 
sterling and other jewelry-store products. 


Breakdowns Point the Way 

For its own guidance in shaping its promo- 
tional programs for the industry, the Council is 
continually making breakdowns of jewelry sales 
statistics and of population figures. It studies 
these breakdowns and relates them to each other. 


Karat Gold and Youngsters 


First, look at karat gold jewelry sales. The 
record shows a slow rise beginning in 1954. Fig- 
ures for 1958 show an increase of about 25 per 
cent over 1954. In 1959 there was an increase of 
about 10 per cent over 1958 and 1960 was run- 
ning at 10 per cent over 1959. Next, look at a 
breakdown of karat gold figures. Here we find 
women’s and children’s jewelry making the great- 
est proportionate gain and then, on further study 
we find, as one of the chief reasons for that gain, 

(please turn to page 79) 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1961 





RETAIL JEWELRY STORE SALES VOLUME, STATE BY STATE 


(showing changes between 1954 and 1958. Figures for the latter year were 
released recently by the Federal Census of Business) 





PER CENT OF 
DOLLAR SALES VOLUME TOTAL SALES NO. OF STORES 


1958 1954 1958 1954 1958 1954 


California... ..  Sueeeah $169, 529,000 $140,547 ,000 1 2,286 2,228 
New York. x 156,472,000 148,007,000 1 2,427 2,493 
Texas... | 109, 665,000 91,773,000 1,227 1,236 
Pennsylvania. ._.. | 86,484,000 83 ,338 ,000 1,575 1,606 
lilinois 84,062,000 86,179,000 1,236 1,41¢ 


Ohio... 77,886,000 79,546,000 1,269 i ,350 
Michigan... 63,714,000 64,550,000 867 971 
Massachusetts | 50,224,000 55,391,000 678 747 
New Jersey... 40,225,000 39,597,000 734 746 
Indiana. . - 40,143,000 39,372,000 689 


OOo © 
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Florida. 39,939 ,000 31,600,000 
Missouri. . 36,546,000 34,534,000 
Georgia . 33,770,000 32,763,000 
Washington. _.. 31,081,000 28 ,596 ,000 
North Carolina 30,041 ,000 27,589,000 


Virginia. 28 ,290, 000 26 ,528 ,000 
Louisiana __. 26 , 280,000 22,304 ,000 
Tennessee _. 25,664,000 25,059 ,000 
Maryland | 25,541,000 23,512,000 
Oklahoma. 24,917,000 19,764,000 


Wisconsin 24,134,000 25,048 ,000 
Alabama. ._._. 21,921,000 
Connecticut. . 21 , 869,000 
Minnesota... 20 ,504 ,000 
lowa. . 19,279,000 21,463,000 


Kentucky. . 18,414,000 18,093,000 
Kansas. .. 16,804,000 17,138,000 
Oregon.... 15,500,000 16,540,000 
Colorado. . | 13,904,000 12,835,000 
South Carolina : 12,712,000 10,146,000 


West Virginia. . a 11,765,000 12,212,000 
Mississippi . . 10,274,000 
District of Columbia. . 10,838,000 
Arkansas... | 9,839,000 
Nebraska... | , 9,467,000 


Arizona... ut 9,278,000 
Maine. ... : 

Rhode Island. . 

New Mexico. 

Utah... 6,532,000 6,165,000 


Hawaii. . 5,539,000 5,007,000 
Idaho. | 5,475,000 4,730,000 
New Hampshire... 4,515,000 3,487,000 
Nevada... 4,227,000 3,007,000 
Montana. . 4,120,000 4,488 ,000 


North Dakota... 4,064,000 
Delaware... 3,935,000 
Wyoming.... 2,949,000 

2,628,000 
Alaska. . 1,464,000 


ee ————— 


TOTAL. .. __ $1,501,773,000 $1,413,624, 000 
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Charting your business future—tIn a table on page 81, Albert E. Haase forecasts the upward trend in jew- 
elry store sales between now and 1965. The big increase, he predicts, will start two years from now when 
the long-heralded marriage boom begins. In the meantime, tomorrow’s brides will be excellent prospects 
for karat gold jewelry, sterling silverware and engagement rings. Consider the chart above in your plans; 
it shows recent jewelry store sales trends in your state. 
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British Natural History Museum 


ems tO See 


by Dr. Frederick H. Pough 
JC-K Gemological Consultant 


when 


in London 


The Crown Jewels are 


historic, but don’t miss 


the museum collections 


@® SOME YEARS AGO, JEWELERS’ CIRCULAR-KEY- 
STONE printed (September to November, 1949) a 
description of some of the cut stones in the Lon- 
don scientific museums, collections that the 
jeweler might otherwise miss on a visit because 
they are so much less publicized than the Crown 
Jewel collection in the Tower. 

They are housed in two neighboring, almost 
competing, museums in the South Kensington sec- 
tion of London. One is the British Museum 
(Natural History); the other is the Geological 
Museum, which also houses the Geological Survey 
of Great Britain. 

sy a tacit agreement, the British Museum 
minimizes its emphasis on cut stones and displays 
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mainly mineral specimens in a conventional min- 
eralogical series. Aside from a few conspicuous 
and important stones near the entrance to the 
gallery, the gems are scattered through the cases, 
in a deceptively casual fashion, as they fall into 
the mineralogical sequence. 


In the Rough 

The Geological Museum, on the other hand, is 
more concerned with the practical and economic 
aspects of mineralogy and has only cut stones and 
rough gem materials in the center cases of its 
ground floor. Its principal emphasis is on gem 
material, and new stones are constantly sought 
to amplify its displays. Just across the street 
from the geological museum is the Victoria and 
Albert Museum where the jeweler can see some 
additional displays that will be described in a 
later article. 

To consider first the Natural History museum, 
let us see the changes in that gallery since 1948, 
the time of the visit described in the earlier 
article. Then, the museum was still very much 
in a state of confusion, because of war damage 
to the building, the removal of the collections and 
a planned rearrangement. Consequently, few of 
the minerals could be seen, and many of the gems 
were unavailable. There was, and still is, a 
single large case near the entrance that is inter- 
estingly planned to show some of the more im- 
portant stones of the collection. It is a slanting 
table case, internally illuminated with a white 
background. Above it rests a curving, nearly flat, 
transparent sheet of Lucite (British term 
‘“‘Perspex’”’) with holes in which the cut stones 
rest. 

Light comes into the stones from behind, bring- 
ing out their color of course, but not their bril- 
liance and beauty. Also, they look a little paler 
than they would by reflected light, for this light- 
ing passes through them but once, not twice like 
light reflected from back facets. Nevertheless, the 
display is good, and some of the stones so remark- 
able that even this abuse cannot make them un- 
impressive. Largest in the case is an enormous 
morganite of good color. Unfortunately, no 
weights are given and even the geographic ori- 
gins are often omitted. In some cases, of course, 
any jeweler would unhesitatingly name _ the 
source. The morganite, for example, could only 
be from Madagascar, and the 40 or so carat 
alexandrite could only have come from Ceylon. 


For Every Taste 


There are no notable additions to this series, 
but for new readers a brief recapitulation of the 
larger stones in the case is worth giving. There 


(please turn to page 77) 
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DIAMOND 
MOV LE 


..- IN SOUND AND COLOR 
TO PROMOTE YOUR DIAMONDS 


YOURS FREE to show in your town 


28-minute professional production featuring: 
a dramatic modern love story * fascinating facts about 


diamond mining and cutting, judging diamond quality 


“The Eternal Gem” is a new diamond movie com- 
pleted in April, 1960. It’s entertaining, informative, a 
professional “‘spectacular”’ in sound and color, produced 
to help you promote your diamonds. Yours to use... 
on a free loan basis . . . it’s ideal for showing before high 
school, college and club groups, for sales-training, and 
for your TV program. 

Modern romance sets the scene for a dramatic account 
of the diamond’s symbolism . . . there’s an exciting tour 
through the diamond mines taken on location in South 
Africa . . . an authentic sequence on diamond cutting, pho- 
tographed at a leading cutting house. Facts on diamond 
quality are given from the jeweler’s side of the counter. 


A shorter version of this movie—13 14 minutes in length — 
is also available. It is titled, “The Diamond, King of Gems.” 


For details on how you may obtain these movies to show 
in your town, write to the exclusive distributors, Association 
Films, Ine., at the address nearest you: Broad at Elm, Ridge- 
field, N. J.; 561 Hillgrove Ave., La Grange, IIl.;799 Stevenson 
St., San Francisco 3, Calif.; 1108 Jackson St., Dallas 2, Texas. 


Tie in with the national diamond promotion 
—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 





, 
by MARCE 


Who put the marquise in 
rings, brooches and bracelets? 
Your designer doesn’t know 
the historical details, but he 
is sure that the versatile 
marquise is here to stay. 
This plate shows various uses 
of the popular cut. How 
about a facetious daisy— 
like the brooch at upper 

right or its matching 

ring? Or consider the mar- 
quise as a theme for time- 
pieces, like the tiny black- 
faced pin watch at upper 
right or its companion table- 
top model shown in two views 


at the bottom of the plate. 


She Many Saves of be Marguise 


To assist its readers in the design and sale of custom jewelry, JC-K 
presents contemporary ideas on this page each month. These plates 
may be assembled in a folder and shown to any prospect for a special 
order. With these designs, the jeweler can determine what ideas strike 
the customer’s fancy. The plates in this series are the work of mem- 
bers of JC-K’s Creative Designers’ Panel. This month’s stylist is Marcé. 
(See page 81 for a brief summary of Marcé’s background.) 
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oday’s hi- rig is a far tty from Edison’s 
+ eriaieal talking machine. In fact, every- 
wg Ai so much more effective than 
mn of the century. 


You hear so = about diamond 
beauty today. New i new meth- 
ods, new machines bring out more of the 
fialtrend’s “undertones” and “overtones,” 
creating ntose brilliance, greater fire, 
more enduring loveliness. 

one firm stands out as leader in the 
development of these manufacturing 
achievements — Baumgold Brothers. Sym- 
bolic of this leadership is Baumgold’s own, 
exclusive Circle of Light diamond. 


PACING THE PROGRESS OF THE DIAMOND IN- 
DUSTRY SINCE THE TURN OF THE CENTURY. 


M G : L D 


BROTHERS, INC. 
580 FIFTH AVENUE, NEW YORK 36, N.Y. 
NEW YORK «+ LOS ANGELES «+ TORONTO 
VANCOUVER + LONDON ANTWERP 





Bring babies 
into your 


store to 


hit a 
camera-Sales 


jackpot 


by William Scheibel 


@ I KNOW A RETAIL JEWELER in Santa Monica, 
who doesn’t complain too much about bad busi- 
ness. True, he’s not selling a lot of diamonds nor 
is he putting the world on fire with his sales of 
watches or other jewelry. But, he’s certainly 
doing a whale of a business in his camera depart- 
ment. 

In January he sold 14 Polaroid Cameras and in 
February he delivered 16. To quote my happy 
friend, “I know I’m not going to get rich selling 
cameras but the money I make on them is just as 
green and beautiful to look at as the kind I make 
selling diamonds or watches.” 

His recipe for success is a simple one and cap 
be followed by anyone: Bring babies into your 
store—lots of babies—and watch your camera 
sales soar. 

Here’s how you entice the babies: Visit your 
Board of Health Office once every week and get 
a record of all newly born babies. Be sure to get 
the names and addresses of their proud parents. 
Then write the parents a short letter something 
along these lines: 

Dear Mr. and Mrs. Smith: 
Our heartiest congratulations to you on the 
birth of your baby. We sincerely hope that 
the baby and you enjoy a long life of good 
health and happiness and that all of your 
wishes for the little one may be fulfilled. 
We dearly love babies and, as an expression 
of our affection for yours, would like to take 
the first photograph of your little one abso- 
lutely free .. . without charge or obligation 
to you. That’s right; not one single penny of 
expense to you. 

Just bring the baby in at your first oppor- 

tunity. Come in at any time to suit your 

convenience. An experienced camera - man 
will take the photograph and deliver the 
finished print to you . . . within two minutes 

...1n a neat little album you will be proud to 

show to your folks and friends. 

Please remember! There is no cost; no ob- 

ligation. Just bring this letter with you and 

come in as soon as you can. We'll be expect- 
ing you. 

Once again . . . congratulations and good 

wishes from, 

Jones Jewelers. 

In a few weeks Mama Smith will walk in with 
her new baby. She’ll want its photograph taken 
as per the free offer. Mr. Jones will snap the 
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HAnKY WAST 


Never stops working 
ee AOU 


| 
Around the clock, the Winston 


Besihe never stops working in 


your | behalf. 











Our new building, specifically 
designed to provide bigger and 
better facilities, is now serving the 


growing needs ot our customers. 


More and more volume loose diamond 
buyers are looking to Harry Winston, 
Inc. for their diamonds, because... 


ONLY HARRY WINSTON, Ine. 
Oe 0 | 


fee The world’s largest diamond inventory 
of sizés, cuts, colors and EXCLUSIVE 
QUALITIES. 


¥. 





» Diamonds that are cut and _ polished 
in our factories assuring you the most 
advantageous prices. 


*. Expert personnel to help YOU with 
é pers PC p 
YOUR diamond and _ merchandising 
problems. 











A call will bring you 
prompt — eye-opening — Action! 
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718 FIFTH AVENUE, NEW YORK 18,N.Y. 
Circle 55-2000 
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picture himself or will have his camera-man do it. 
Needless to say, he will use a Polaroid camera 
which delivers a finished print in about 60 
seconds. Such a print, from the model that retails 
for $109.75, measures 314 inches by 4% inches 
and will cost Mr. Jones somewhere in the neigh- 
borhood of 15c. 


Investment per prospect: 35 cents 


A small photo-album will probably cost another 
20¢ making his total outlay 35¢. If he wants to be 
a “good sport” he can even snap two photos and 
bring his total expense up to about 50¢. That is 
his entire gamble. He invests 50¢ in the hope of 
making a sale of a $109.75 camera. 

Moreover, this little investment can do a great 
deal more for Jones Jewelers than merely sell a 
camera. It can open the doors to the sale of 
infant’s silverware, a baby necklace and a dozen 
other items that the average jewelry store stocks 
and features for babies. 

But let’s not digress from our original topic. 
We are out to sell cameras. 

While the photographic prints are “cooking” 
Mr. Jones expounds on the features and wonders 
of the camera he has just used. He shows Mrs. 
Smith how easy it is to snap a picture every 
Sunday and thus keep a photographic history of 


her baby’s growth and development. He tells 
her how inexpensive these pictures are; how easy 
it is to own such a camera on the Jones Easy 
Credit Plan. 

The jeweler also emphasizes that it isn’t neces- 
sary to wait until a full roll of film has been 
taken, before having your pictures printed. Photos 
are “delivered” ready to frame as fast as they 
are snapped. This is a big advantage when baby’s 
grandparents visit and are photographed with 
their new grandchild. How proud and happy they 
will be to take home with them photos of the 
newest member of the family! 


Use soft sell 

But please remember: The man behind that 
camera counter must know the fundamental prin- 
ciples of good selling. He must not only know his 
product but he must know something about tact, 
good judgment and diplomacy. All these are 
necessary, because the customer has been brought 
into the store on the premise—and on the as- 
surance—that there’s no cost or obligation of any 
kind. Here is one instance where the right kind 
of “soft selling” will do more good than a ton of 
high-pressure salesmanship. 

It is easy and economical to sell a camera on 
credit when it is done this way. The selling cost 
per unit is low. In fact, it is far lower than ad- 














Originally established 1866 


1cObSon , Inc. 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone CIrcle 6-4313 
32/34 Holborn Viaduct, London 
Cable Address: “Redlace’’ New York 
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: 


Reprinted from the editorial pages of May Vogue 
Copyright 1960, The Conde Nast Publications Inc. 


januaRy februaRy + maRch + apRil+ mayR + juneR 
julyR + augustR + septembeR + octobeR + novembeR + decembeR 


every month 1s the month for selling 
... that’s the Imperial Idea! 


There’s an R (for Rousing success) in every month you 


promote Imperial Cultured Pearls...America’s foremost name in 
fashion in cultured pearl jewelry. i. . 





























IMPERIAL PEARL SYNDICATE, INC., wor/d’s /argest se//ers of the world's finest cu/tured pearis 
MEW YORK: 681 Fifth Ave. * CHICAGO: 5 MN. Wabash Ave. * DETRO!T: 914 Michigan Theater Bldg. * LOS ANGELES: 607 S. Hill St. * TOKYO: 45, Akasaka Shinsakemnchi, Minate Ky 
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vertising in newspapers because you automati- 
cally hand pick logical prospects and at the same 
time eliminate advertising competition with every 
other camera outlet in town. 

The next time you look over your weekly sales 
receipts or records and find that business has 
been bad, don’t sit back and bewail your plight. 
Just run over to your local Board of Health Office 
and get the names and addresses of parents of 
new-born babies. Then get busy with your type- 


writer. Zee 


CHARM THEM IN ’61 
(continued from page 51) 
popularity than because of fashion’s dictates. 

The jeweler knows that birthdays, graduations, 
weddings, Father’s Day, Mother’s Day, Valen- 
tine’s Day, Christmas are forever. But newly 
popular hobbies, seasonal sports and short-lived 
fads are equally demanding of attention even if 
it is onlv for today or tomorrow. 

The jeweler can’t afford to take anything for 
granted. The bread-and-butter events also need 
freshening up each year. The calendar, for ex- 
ample, has become a staple. This year, as in 
other years, there are variations on this highly 
saleable motif. Calendars have new frames— 
textured, Florentine, cut out. One fresh idea has 
the calendar engraved on a synthetic ruby 

Graduation comes as certainly as the month 


FAMOUS Joule, QUALITY 
MAKES Catone SALES 


“ 


a 
258479 $1.00 IS GA 
25479 $1.10 Ss >*)) 


258325 $2.70 
25F325 $2.85 


258324 $1.50 
25F324 $1.70 


Write for Catalog 
lustrating complete 
line of charms. bracelets 
rlalemebtsl-aei 1 31a) 

Contact your Forstner Distributor 258323 $1.50 
a 25F323 $1.70 
F 1/20-12Kt. Gold F 

ALL PRICES KEYSTONE 


JEWELRY’S NAME FOR QUALITY 


258297 $1.50 
25F297 $1.70 


of June. And each year there are that many 
more graduates as potential gift recipients. 
Charms for this event are as varied as the kinds 
of schools. There are junior high, senior high, 
college and graduate school discs. 

Grandmothers get almost as much attention 
from the jeweler as they do from the howling 
new offspring. There are small discs, big discs, 
silhouettes, drops with angels, etc., for “new” 
grandmothers. 

Travel, hobbies, more leisure pursuits in gen- 
eral are also credited with inspiring designers. 
Canny charm makers were quick to see that 
travelers were returning from abroad with im- 
ported charms. The motivation was a reminder 
of the place visited and the satisfaction of adver- 
tising one’s trip abroad. Manufactures quickly 
developed travel charms for those whw did not 
buy in Europe or the Far East. (One gold house 
has a coral geisha girl cradled in a gold frame.) 
Sentimentalists can get enameled flags, a jeweled 
kiosk, a gold Eiffel tower. 

The jeweler is also a market researcher. 
French poodle charms, they learned, can be more 
costly than cocker spaniels. Why? Because it was 
discovered that people in higher income groups 
prefer the poodle as a pet. 

What, then, says the jeweler, can be new? 

Plenty! 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design ... 
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ie FERIH ASENUE. Reekefeller Contes Over 40 Years of Service to Leading Jewelers 
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14K Yellow Gold 


ROYAL 
ORDER OF 
JESTERS 


Emblematic Jewelry 


Here's just a part of our complete 
selection of tie holders, cuff links, 
lapel buttons, charms and dress 
studs, all bearing the familiar Billi- 
ken of the Royal Order of Jesters, 
ornamented with rubies and some 
with diamonds. 


\Wrerrerune IB erry 2 CO. Tine Enbtomate oadlry 


MENMBER AMERICAN Gem eocikarTty S ROSE STREET, NEWARK 8, N. J. 
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¢ WE HAVE NO MINIMUM ORDER 


Please Write for Catalog 
WALTER LAMPL, JR. 


GENERAL CHARMS 
48 W. 48th ST., N.Y.C. 36, NY. 
JU 6-7807 




















There's 


MAGIC MONEY 
ARLEN 


Trophies! 


Custom promotion Trophies and 
Awards can be a BIG MONEY pro. 
ducer for you without any invest- 
ment or inventory. You simply 
refer special order requests to 
Arlen, and we do the designing 
and production for you. Write or 
wire today for complete informa- 
‘ion. 





List Price: 619/34 22" $19.25 


1961 catalog, just off press, packed with the 
world’s largest selection of trophies and prac.- 


FRE tical awards. 
New Jersey—PLainfield 7-4500 


AR LE Ni TROPHY CoO., INC. 


68 Brook Ave., North Plainfield, N. J. 


Telephones: 
New York—MAin 5-4630 

















And there must be because the charm collector 
is a mighty important lady who represents re- 
peat business. This year, she will find fewer 
charms that are just art for art’s sake. Most 
of the new crop are related to some memorable 
occasion. 

These are just a few of the many that promise 
to be sure-shot drops: 

More exciting frames and finishes on all 
charms. The calendar, for example, is handled 
like a painting and enjoys great variety in Flor- 
entine or engine-turned borders. 

Round, bracelet-like circles have a popular pet 
perched inside. 

Some religious charms are aS modern as a 
Picasso sculpture. They have an exquisite econ- 
omy of line. Still others have filigree borders 
reminiscent of medieval church painting tech- 
niques. 

Flowers like the carnation or orchid, still 
synonymous with Mother’s Day, are packaged in 
a see-through box. Only the frame shows and the 
flower inside. 

The tree of life gives the names of the family. 
Each branch has a disc for inscription. 

There’s a colorful enamel flower of the month 
to mark any occasion. 

Golf clubs will be burgeoning with even more 
members if the number of golf charms are any 
indication. 

Devotees of bowling, boating and the arts will 
find their preferred sport attractively represent- 
ed in a wide choice. The men’s are made for key 
chains. The ladies’ can be worn on a bracelet or 
a neck chain. 

Charms are electrifying and electrified. One 
innovation has a small button that lights up the 
charm with just the slightest pressure. 

No jeweler can sit back and just think of his 
charms as staples. If he is to arouse the interest 
of the new young buyer or entice her older 
counterpart back, he must be hep to new hobbies 
and new charms. 

An example of the vast selection afforded the 
retailer and the customer is the table of contents 
of a new charm catalogue, published jointly by 
several manufacturers. It reflects the enormity 
of the business. 

Picture spreads are divided as follows: Sports, 
games, romance, marriage, love and marriage, 
childhood, graduation, special occasions, animals 
and fish, religious, Christmas and good cheer, 
travel, occupations, hobbies, night life, entertain- 
ment, antiques, imported, lockets, zodiac signs, 
and, believe it or not, miscellaneous! Eee 


For sources of charms pictured on pages 50-51, write 


JC-K. 
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LIMITED OFFER 
of genuine ELGIN parts 


Stock up now and save 12 STAFFS and 


New PROOF-PAK keeps parts factory fresh. 12 WINDING ARBORS 
Stops stocking worries. Each genuine Elgin 

part is heat-sealed in a transparent polyethylene for only 9949 
PROOF-PAK envelope which positively prevents (regular price $7.15) 
rusting and corrosion. You can see the part You S $] 70 
without opening the envelope; ends OU oaVe 
mis-indentification. Order these genuine 

Elgin parts now from your authorized Elgin 

Materials Wholesaler. 


This offer positively expires February 28, 1961. 
BUY TODAY—PROFIT TOMORROW 


January and February ONLY 








ELGIN NATIONAL WATCH CO. 


Trade Material Division, Elgin, il. 


Available in U.S. and Canada from your 
: authorized Elgin Materials Wholesaler only! 
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KIEFER 
EXPANDRO 


WATCHBANDS FOR PROFIT 
AND GOOD WILL 


Full mark-up "Expandros” are sold at 
suggested retail prices. Kiefer patents 
protect you against cheap imitations. 
Stainless steel $3.95 to $6.95 RGP and 
GF $5.95 to $11.95. Available through 


selected wholesalers. 


(Patent Nos.—2,56!1,381 and 2,651,909) 


(Exclusive U. S. and Canadian Distributors) 


cadman 
MANUFACTURING COMPANY 


2038 N. Telegraph Road Dearborn 7, Michigan 
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Just about 
every item is 
easier to sell 


when neatly 


price-marked ! 


MONARCH 
Price-Marking 
Speeds Sales 


Clean, legible, Monarch price-marking informs, 
impresses, answers questions, speeds buying de- 
cisions. Carries your store name and prestige on 
every ticket. Does away with the price mistakes 
caused by smudged, crowded, pen or pencil 
price-marking, 

Monarch “Pathfinder” price-marks String Tags, 
Jewelry Tags and Senso (pressure-sensitive ) 
Labels that stick to curved or flat surfaces 
without moistening. 





Fill out and mail 
coupon for information 


Po 
Se SSS 2 SS SB SBS eB eee ee ee eee eee 


NAME siethinimenn 
STORE NAME 
ADDRESS 
POST OFFICE 
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MONARCH MARKING SYSTEM COMPANY 


216 South Torrence St. ® Dayton 3, Ohio CK 16) 


Please send illustrated folder on Monarch Pathfinder price-marking 
machine; also sample Monarch tickets, tags, and labels. 





























DIE STRUCK RINGS 
(continued from page 57) 


does not lend itself as readily to bending and form- 
ing as does die-struck gold. It tends to be much 
more brittle. 

Molded gold also is less apt to take design as 
sharply as die-struck gold. It must, by its very 
nature, flow into a shape, while die-struck gold 
is squeezed into it by great force, many thousands 
of pounds per square inch. And the die is made 
of hardened steel and not of plaster, as in the 
case of the casting process. 

On the other hand, if a manufacturer were to 
plan to produce a variety of styles of rings in 
a small quantity of each style as many small 
manufacturers do, it would not pay to invest in 
dies and die-striking machines because he would 
find it necessary to make an investment which 
could never be amortized and he would, thus, have 
to charge exorbitant prices just to break even. 

A firm like ours casts many rings in many de- 
signs. This is because there are some occasions 
when the small difference in price is important 
or when we experiment on an untried style and 
find an investment in dies too risky. Once the 
style is proven and accepted, we produce dies and 
revert to die-striking. If the style is success- 
ful enough and sufficient production results, most 
often we are able to sell it for less than a cast 
design of short production volume. 

Once the dies are amortized, it is almost always 
true that die-struck rings will be lower in cost 
than cast rings because cast rings often require 
a great deal of hand-finishing: in filing off rough 
edges, in touching up details, in requiring more 
polishing time and effort. 

How can one distinguish a die-struck product 
from a cast product? 

Die-struck rings have a more polished look. 
They have a smoother finish. They have sharper 
edges and design. Look inside, beneath the stone. 
There is greater symmetry. Rings of like style 
will be absolutely uniform. Prongs will be pre- 
cision-made and exact. The metal has a clear ring 
to it. Porosity is completely non-evident in die- 
struck rings. No roughness is to be found any- 
where. 

How much more does a die-struck ring cost 
than a cast ring? In terms of the percentage of 
the average diamond engagement ring’s wholesale 
cost (which is somewhere around $100), the 
figure is infinitesimal . . . roughly '!% of a per- 
centage point, and in some cases no more than 
cast rings, or even less. The entire cost of the 
ring, on the average, whether cast or die-struck 
is less than 5 per cent of the cost of the overall 
product; in a good many cases as low as 1 per 
cent. 
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SPECIAL OFFER REPEATED BY POPULAR DEMAND! 


THIS DISPLAY IS ALL YOU NEED 
TO CASH IN ON NOW JUST 


BABY SHOE BRONZING 00 
PROFITS ] 


* Plus Postage 


OFFER ENDS MIDNIGHT FEB. 15, 1961 


NO INVENTORY TO CARRY © NO INVESTMENT * NO MARKDOWNS! 


HERE'S WHAT YOU GET = Join the thousands of jewelers now profiting with the famous BRON-SHOE 
FOR JUST $1.00 line. Just order your sample, display it, and watch the 


= le with 8x 10 orders roll in: Positively unlimited market! Over 4 million 
a es. yer bate Seating | aie babies born last year! Now make EXTRA PROFITS with- 
$16.95 Value! (We Furnish The Shoes For This Uf 9 penny invested. Get ready for the big Mother's Day 
Beautiful 4-Color Folders Showing Every Stunning s*"""""""""='MAIL THIS COUPON TODAY: : 
Style In The Line THE BRON-SHOE CO., 271 East Broad St., Columbus 15, Ohio 
Handy Job Tags and Address Labels Please send me your $16.95 value for $!.00* 
FREE Year ‘Round Mat Service 


he BRON-SHOE Co. 


271 East Broad St., Columbus 15, Ohio 
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: 
: 
: Firm Name 

By. . em: Title 
, Address 

t 

' 

, 


Ree to: Zone...... State 
This Offer Expires Midnight Feb. 15, 196! 
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Nationally acclaimed 
for durability... 


PLASTIC inall 


Nis Decorator colors 
0 


ah PARCHMENT 


ay plain or printed 


WITH LASTING Sot 
for SMOOTHER, CLEARER 














PACIFIC 
COAST 
SALESMAN 


Manufacturer of well-known 
line of diamond ring mount- 
ings, engraved wedding rings 
and diamond watch cases has 
opening for experienced man 
living in the territory who can 
service and add to our al- 
ready established following 
among better wholesalers 
and chains. Replies held in 
strictest confidence. 


ALSAN MANUFACTURING CO. 
62 West 47th St. New York 36, N. Y. 











Out of Many, One 

A diamond engagement ring is often made up 
of as many as five separate findings. The part 
which is in contact with the diamond is called 
the top and contains as many as six or even eight 
prongs. Most often, though, it will have four 
prongs; rarely three. It is fitted into a part 
called a setting or crown. This, in turn, is attach- 
ed to the shank, the part which goes around the 
finger. Those rings which contain side diamonds 
will utilize two side pieces, one on each side of 
the center diamond. 














Engagement ring components—top, crown, side pieces, 
shank. 


All five of the above described parts are then 
assembled. All are originally die-struck and the 
resulting product is the finest of its kind; a ring 
that diamond-setters delight in working on, as 
do polishers and finishers. Such a ring will outlast 
any other kind. And many years after it is sold, 
it will continue to retain its detail of design, its 
gleaming surface. And its diamonds will be safe 
and intact. 

Just as the ancient arts of the silversmiths and 
the handcrafters of old have survived modern 
manufacturing methods including automation and 
mass production, so will die-striking of rings. No 
better method has been developed to produce 
precision, durability and the kind of finish that 
does justice to diamonds. aaa 
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CREDIT VALUES 


(continued from page 53) 


leins, garnishments, divorces, bankruptcy actions, 
etc., and in some cases a very confidential file 
of criminal charges and convictions. Again, your 
ability to evaluate these items is important, and 
this is a place many credit investigators make 
hasty and erroneous decisions. Most bureaus state 
the name of the person or firm who has brought 
the suit, and the type of action instigated. A recent 
garnishment by a collection agency is certainly a 
serious black mark, but a lein against his resi- 
dence may be nothing more important than a 
lumber company protecting its interests involving 
a contractor who is building the customer’s home. 
Bankruptcy is usually a serious matter, but it 
might have been unavoidable to some degree. It 
is wise to note, however, just when it occurred, 
as there are customers who will do it as often as 
permitted by law. 

Other items in this category must be weighed 
in accordance with their value, like any other 
credit item. If you are in doubt about the accuracy 
of any information received from the bureau, do 
not hesitate to call for a supervisor to have the 
file checked carefully. It would be a serious busi- 
ness loss to decline a sale upon the basis of er- 


roneous information followed by a hasty decision. 

Banks, in some areas, will give you a general 
idea of the average balance the customer main- 
tains, such as “medium two” indicating an aver- 
age balance of $50 or a “high three’’ which repre- 
sents an account of about a $700 to $900 balance, 
etc., and also the length of time they have had 
this account. 


Banks Cooperate 

Other credit information regarding loans is 
normally available, and in many small branches, 
as well as in small town banks, the banker will 
often know your customer well enough to furnish 
you a very valuable history of both his credit 
and personal background. Use this information 
wisely, and remember that banks deal in money 
at relatively low interest rates. If this bank will 
lend your customer $300 on his signature you 
should certainly have little hesitation in extend- 
ing credit for a $500 wedding set. 

Telephone companies in some cities print a 
street directory of names and telephone numbers 
which will allow you to locate the customer’s 
neighbors, and if necessary you can phone them 
for general information. A city directory will 
confirm residence in the event the customer has 
no telephone listing. It will also verify his state- 
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COLORFUL CONTRASTS! 


~ Colored gems of peerless 
quality provide contrast 
to diamond highlights in 
these bracelets, pins and 
guard rings! Ask us to 
consign a selection of 
combination-stones jew- 
elry for your review. Our 
collection is matchless! 


Juergen «Andersen la 


55 EAST WASHINGTON STREET, 
CHICAGO 2, ILLINOIS 








Magnificent is the word for this 
stunning Linde Synthetic Star 
Sapphire. Set with two _ twin- 
kling diamonds. Also in Linde 
Synthetic Star Ruby. #744— 
Retail $69.50. From John 
Ullenberg, , Chat- 
tanooga, Tenn. 


none but 


[ | iN ) E 
8 ae nt 


‘Linde’ *Stars are the only 


synthetic star sapphires and 


star rubies produced under 
quality controls so rigid 
they match the perfection 


of natural star gems. 


\Molel ae ialeleliar=s-mrcle-m lah un e-ie Bs 


CHARLES F. WINSON 


S80 FIFTH AVENUE. NEw YORK 36 


‘Linde’ is « registered trademark ef Union Carbide Corp. 


76 


Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 


Alsan Mfg. Ce. 
Axel Gros., ine. 
Beckerman & Lerner 
Belenky Bros., ine. 
Biekson, , 
M. Boner Company 
Botell Ring Ce., ine. 
J. L. Brandt Co. 
Bristol Seamless 
Ring Corp. 
Coronet Jewelers 
Davidson & Sons Jiry. Co. 


ne. 
D'Esposite Bros. 
E. S. Feinstein & Co. 


H. ' 
Goldstein-Gerson Co. 
reen & Co., Jirs., ine. 
Harry Guise, Ine. 
. Hamburger Ce., Ine. 


ahn & , 
Morris Kaplan and Sens 
Charlies Koppel Ring Ceo. 
K. 8. K. Jiry. Ce., tne. 
Mercury Ring Cores. 
Perkel & Kiein, tne. 
Aaron Perkis 
Samuel Platzer Ceo., Ine. 
Ss. & M. Jewelry Co. 
David Sarkin, Ine. 
William Sehneider 


Gehuman & Donchi, tne. 


Seltzer Bros. 

Skalet Mfg Co., Ine. 
Veteran Jewelers 

Wax & Skeoinik, Ine. 

J. R. Weod & Sons, ine. 
BUFFALO, WN. Y. 


The Bock-Lewis Ce. 
M. A. Reich and Co. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 


Emil Braude & Sons 
art Ring Co., Ine. 

Hirsch and Oppenhelmer 

A. Lewin & Co. 

Marry Rotter 

Fred Seltzer Co., Ine. 

Stein & Ellbogen Ce. 


INDIANAPOLIS, IND. 
Geodman and Company 


MIAMI, FLORIDA 
Lewis Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Specialty Ce. 


ST. LOUIS, MO. 
Kinsley & Sons, Ine. 


OHIO 
Fratianne Mfg. Co. 
i. = Goodman Mfg. Oc. 


ne. 
Swirsky Bros., Ine. 
The Victor Corp. 


PENNSYLVANIA 
Byard F. Brogan 


PROVIDENCE, R. I. 
Anson, Ine. 

Dolan & Bullock Ce., 
J. J. White Mfg. Ce., 


NEW JERSEY 


Aeme Ring Mfg. Coe., Ine. 
Chureh & Company 

F. & F. Felger, ine. 

Jabei Ring Mfg. Ce., Ine. 
Jones & Woodland Ce., Ine. 
Larter & Sons, Ine. 


CHATTANOOGA, TENN. 
John Ullenberg, Ine. 


Worldwide Distributers 
COLUMBUS 5-2656 





ment regarding employment and whether he owns 


or rents his house. 
The major credit cards are also excellent 


“credit values” as they show credit approval by 
major companies, and usually indicate the num- 
ber of years these cards have been in force. This 
type of credit card can do much to assist you in 
forming a quick opinion of the customer’s credit 
qualifications. There are always other valuable 
sources of information, but the foregoing are 
normally enough to permit intelligent decisions. 

It would indeed be a great luxury if we, in the 
jewelry industry, could take the time to check 
every possible credit experience the customer has 
had. But as is often the case, diamond and watch 
sales are initiated on an impulse level to custom- 
ers who, an hour before, had absolutely no inten- 
tion of buying the item. In view of the speed of 
the sale, it would be ridiculous to assume that this 
same customer will now wait for one-half to three- 
quarters of an hour while you thoroughly check 
his credit background. 


Get It Right... But Fast 


Knowing how to obtain necessary information 
rapidly is important; it can make or break an 
impulse sale. If the customer can furnish you 
with excellent credit cards, a telephone call to 
the place of employment might easily be enough 
justification to quickly approve the sale. The 
credit manager must know what information he 
needs and where to get it, and often he has only 
a few minutes to do so. Speed and accuracy here 
can surely be measured in absolute dollar value. 

A final word of caution: beware of credit per- 
sonnel who have a “negative attitude” towards 
credit granting. Personnel engaged in extremely 
difficult collection problems should not be used 
as credit granters. Credit managers should train 
their personnel on the theory of “Show to make the 
sale good,” and never in the negative approach. 
Some credit managers assume a dangerous level 
of self-importance and treat the granting of 
credit as if it were a personal favor from them- 
selves to the customer. This can cost a store a 
substantial amount of business. 

On the other hand, a credit manager who will 
do everything possible to make the sale good is 
a credit manager who can and will increase your 
profits. 

Then, of course, there is the above-average 
credit manager who does everything he can to de- 
termine each account’s maximum credit quali- 
fication. He will assist sales personnel in ‘“‘sell- 
ing them up” to this capability. Thus, to a mate- 
rial degree, he guarantees that the store will en- 
joy maximum sales... maximum efficiency from 
the credit department ... and of course... maxi- 
mum profits. Zae 
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GEMS TO SEE 


(continued from page 60) 


are a large deep blue topaz, two large aquama- 
rines (one greener, one bluer), a fine brilliant- 
eut chartreuse chrysoberyl, a good golden pre- 
clous topaz, and a nice little emerald, to name 
some of the eye-catchers. Less well-known stones 
include a large danburite, a big scapolite of about 
the same straw color, a lovely pinkish fluorite, 
a small sillimanite, a euclase and so on. 

If the jeweler is to really see this collection, 
though, he will have to wander down the gallery 
and look at the individual minerals. In corundum, 
among the oxides, he will find a series of sap- 
phires and rubies; in chrysoberyl, not far away, 
there are big alexandrites, clear chrysoberyls 
and catseyes. The tourmaline gemstones will be 
found with the tourmalines; some aquamarines 
and emeralds are in with the beryls. 

There is one notable disappearance. The Duke 
of Devonshire’s emerald, long one of the most 
famous displays of the Museum but there only on 
loan, has been reclaimed by the Duke’s family. 


One of the Best 


The systematic mineral displays have been com- 
pleted and all of the important series restored 


The Original... 
One-And-Only 
In The Popular 
Price Range 


*XADJUSTABLE END 
Adjustable Length 


Toslit- 


Watchband 


Ask your wholesaler to show 
you the NEW complete Bristol 
Line of low priced watchbands 
from $1.70 up (Keystone). 
Manufactured by Foster Metal 
Products. Order through your 
wholesaler. - Just 


*PAT. NO. 2,953,833 
Press In 


The Ends 


5/8” 


100% AMERICAN MADE 
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11/16” 


Fits Every 
Wrist 


to their pre-war excellence. The British Museum's 
mineral display has long been recognized as one 
of the leading collections of the world. It contains 
many outstanding specimens, often from classic 
occurrences, sometimes from localities not even 
represented in other museums. It is impossible 
to evaluate it in respect to its rival. Each museum 
has its share of unique examples. This critic 
would not put the British museum display above 
some of the American collections though a claim 
is often made that it is the world’s best collec- 
tion. The display is good, however, and has suc- 
ceeded in combining the common and spectacular 
(all that the average visitor wants to see) with 
the rare and scientifically interesting minerals 
that the informed amateur or professional wants 
to see. 

Strings block out display areas for each species 
on a coarse cloth background. A label gives the 
name, the composition and enough description so 
that the visitor knows which mineral in the speci- 
men is the one in question. 

There are several cases with British minerals, 
and some of the British occurrences are the 
world’s most important specimen deposits (the 
Cumberland fluorites and barites, for example), 
that precede the systematic collection. Next to the 
gem case at the entrance there is a fine diamond 


*FOSTER-MATIC PLUS 


Jehictahicte 


ADJUSTABLE! 


3/4” 


Fits Every Watch 
BOTH WAYS! 








sequence, including some very large crystals and 
| some small cut stones. 

STOP | A start is now being made in the development 
of an educational series of displays. Both the un- 
informed visitor and the jeweler will find the 
structure models and displays very helpful in un- 
derstanding some of the principals of crystal- 
lography and its importance in gem testing. There 
are some displays of synthetic materials, includ- 
ing titania and Fabulite. General Electric’s dia- 
monds are also to be seen, as are Chatham em- 
eralds. 

Lastly, we might mention that the Natural 
iissianens atdaeiiiaiiins sane CHP History museum, has a case of recent acquisi- 
iomees...stepuatdh giiite... : tions. Three items have tremendous interest for 
when Clebor can furnish you WA; Wm eo the jeweler. 
with a complete line of super- Goer e ON First, there is one of the two known cut stones 
ey ew #3 oa \ of taafeite, a little pale lilac brilliant loaned by 
ee saa ae ae B. W. Anderson of the London Laboratory. This 

epeeced coil : ij is the stone that so closely resembles pale spinels 

J that it was only found by accident in a lot of cut 

stones (by Count Taaffe who noted its double 
refraction) and has not been seen uncut as yet. 

Secondly, there is the only example of a new 
mineral, painite, a deep red crystal resembling 
garnet. It is a calcium, aluminum borosilicate and 
was named for a collector and dealer who found 
it in Burma, where he has lived for many years. 


losing sales on 

a high-profit item! 
START 

making 

money on 

















FILL OUT AND MAIL COUPON BELOW TO — \ WM a 
% ,, 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 
FREE Rush fuli information, catalog and wholesale price list. 
No obligation, of course. 


Name 





Address 














A Real Rare One 

One of the few crystals known of another 
new gem mineral, sinhalite, is also in this display. 
This is the stone that was for years known as 
“neridot” from Ceylon, though all geologists 
knew that peridot was a most unlikely associate 
of some of the Ceylon gemstones. Only on analy- 
sis did its true nature (it is another boron min- 
eral) appear, for it does resemble peridot in its 
properties and appearance, and now we see that 
even its crystals are not dissimilar. 

Despite the new displays, no arrangement has 
been made for lighting the cases, and the general 
illumination of the gallery is most inadequate on 
dark days. Since London has many of these, the 
visitor would be well advised to take along a 
pocket flashlight. The building is open daily from 
10 to 6 and after 2:30 on Sunday. 

On the way out, stop at the sales counter. 
There you will be able to purchase the sets of 
color postcards of gems and minerals that for 

Contact: many years have made the museum known 

abroad. The blocks for these color pictures were 

Joseph Berland co. used in a set of illustrations supplied with the 
American Gem Society’s Gems and Gemology 

some years ago. They could also be ordered by 
6 West 48th Street, New York, N. Y. post, probably, if one wished. A few years ago 
they were one shilling sixpence (1/6) for each set 
of five cards. , San 
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e Opport unit y 


For a Diamond Ring Salesman 


Joseph Berland, Manufacturing 
Jeweler, wants a young and aggres- 
sive salesman for California, the 
West Coast and Rocky Mountain 
States, including Denver. 


Must be experienced and have a 
following with the better rated credit 
jewelers in this area. 


A substantial income and an ex: 
cellent future is assured. 


America's Greatest Diamond Ring Value 
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RISING JEWELRY SALES ... 


(continued from page 59) 


a marked increase in jewelry suitable for gifts to 
young girls—particularly girls in the 10-to-14 age 
groups—and particularly jewelry that might be 
described as thin karat gold necklaces with pend- 
ants such as a heart, a religious symbol or a single 
pearl. 

Finally, a look at population figures on the 10- 
to-14 group. These statistics show.an expansion 
in size that coincides with the timing of the ex- 
pansion in karat gold jewelry sales. There were 
11,144,000 youngsters, girls and boys, about 
evenly divided, in the 10-to-14 age group in 1950. 
The size of this group grew slowly until 1954. 
Then it spurted, and today it totals 17,217,000. 

Now that it has been shown that the 10- to 14- 
year group has made an impact on jewelry sales, 
let’s turn to the questions at hand—dquestions 
about the timing of increased sales of jeweled- 
lever watches, engagement rings and sterling 
silver. 

Here we are concerned with the flow, since 
1954, of the 10- to 14-year-olds into a new and 
older age group and the effect of that older age 
group on sales volume in the graduation market 
and then in the engagement and wedding markets. 


The Graduation Market 

Are there any signs of increased sales in the 
graduation market? The answer is “Yes.” And 
proof for that answer is in the sales recorded of 
certain traditional graduation gifts—jeweled- 
lever watches and sterling flatware. Jeweled- 
lever watches in 1959 showed a fairly large in- 
crease over 1958. Sterling flatware registered 
an increase over 1958. 


The Engagement Market 

What about the engagement market, a market 
that merges into the time area of the graduation 
market? Reports indicate a sales increase in 1959 
for diamond engagement rings over 1958. One 
survey indicates an increase in the neighborhood 
of 5 per cent. However, so that this reported in- 
crease may not lead you to believe that there has 
been a great and immediate rise in the total num- 
ber of engagements, we would point out that: (1) 
in recent years the proportion of brides who re- 
ceive engagement rings prior to marriage has in- 
creased, and (2) the average size of the center 
stone is larger and the average amount of dollars 


spent per ring is up. 


The Wedding Market 

What about the wedding market? 
here? The answer is “No—not yet.” If you 
ask, as many jewelers have, “But, why? Isn’t 
it true that many girls marry at the age of 18?” 


Any impact 
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Se. Detainees: —— 
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For the BASKETBALL ARMY 


Y Bisher 


For this season’s army of basketball 


players — medals and charms — plain, 


with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 








MAKE QUALITY AND CRAFTSMANSHIP 


SIME Paorinwe fOUCHT 


with FULLY 
AUTOMATIC 


LIGHTER 


‘ cep al,. 
? - ‘ } 

ae _ it, 
Does your lighter have the look— 
the feel of Elegance? . . . 
Now, make sure it is Elegance using 
Evans fully automatic LIGHTER UNITS. 
EVANS, world famous for lighters 
for half a century, now offers com- 
plete units for almost any type of 
custom lighter. 
To crown fine quality and craftsman- 
ship, add the ‘‘Finishing Touch’ — 
the EVANS TOUCH! 


CUP FOR 
UNIT 
NO 55) 


CUP FOR 
UNIT NO. S52 


DIMENSIONS 


Unit No. 551 Unit No. 552 
Barrel depth 11/16” Barrel depth 13,” 
Barrel diameter 1'/,” Barrel diameter 1'/,” 


FINISHES 
Golden Metal Finish 
Silver Electroplate 


THESE UNITS MAY BE USED IN CON. 
NECTION WITH CRYSTAL, WOOD, 
LEATHER, CERAMIC, CAST METAL, 
PLASTIC, ETC. 


For information and complete 
prices, write— 


EVANS CASE CO. 
Dept. B, NORTH ATTLEBORO, MASS. 





CASH for your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quolity—as well as antique and modern 
jewelry. 


Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 
MADISON AVENUE @ MEMPHIS, TENNESSEE 





Start-Her-Necklace of 
“Orienta”’ Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


65 Nessau S?., New York 





The answer is: “Yes,” with the qualification, 
“But, many 18-year-old boys wait—they wait 
until they are in their twenties.” In brief, the 
start of real growth in the size of the wedding 
market is still about two years off. 


Sales Will Increase 


Thus far, we have confined our comments to 
questions on certain specific types of products in 
relation to certain specific markets. Obviously, 
the specific types of products under considera- 
tion will also get sales benefits from expanded 
adult markets for birthdays, Christmas and other 
occasions. Obviously, also, other types of jewelry- 
store products will benefit from the expansion of 
most of these same adult markets. Among other 
types of products that might be named are: pear! 
necklaces, karat gold jewelry. gold filled jewelry, 
costume jewelry and stone rings for older girls 
and young women; and cuff links, tie clasps, 
watch bands, identification bracelets and stone 
and signet rings for older boys and young men. 


More Than One Wave 


Lest you think, because we have been con- 
cerned only with the wave of youngsters born in 
the 40’s, that the story on increased graduation, 
engagement, wedding and other gift markets ends 
with that particular wave, we believe we should 
remind you that another and larger wave will 
follow the 1940-wave. This will be true due to 
the fact that total births in the 50’s exceeded total! 
births in the 40’s 


A Summary 


The graduation and the engagement markets 
are starting to expand. From now on those two 
markets will grow steadily in size. The wedding 
market’s growth is still insignificant. 

Total weddings in 1960 were about 3 per cent 
ahead of 1959. Growth in 1961 and 1962 will 
still be slow. However, 1963 should usher in a 
constantly expanding wedding market for a long 
period of years. 

Other adult gift markets are starting to ex- 
pand and will continue to increase in size. Growth 
of these markets will not end as youngsters born 
in the 40’s move through the graduation, engage- 
ment and wedding markets. Before that time 
arrives another group, those born in the 50’s, will 
continue to expand retail jewelry sales. And 
just as young girls born in the 40’s started to 
help expand the karat gold jewelry market in 
1954, so young girls born in the 1950’s may be 
expected to expand the karat gold market again 
in 1964. 


Retail Sales Goals 
Based on information contained in this report 
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and on other information, the Council has pre- 
pared a seven-year table of annual retail jewelry- 
store sales goals. 

Increases are indicated, year after year, with 
two assumptions in mind, namely: (1) that there 
will be no major widespread upsets in the Ameri- 
can economy and (2) that jewelers and their sup- 
pliers, aware of the greater number of prospects 
of the right age available to them, will increase 
their advertising and sales efforts. The Council’s 
tabulation, covering the seven years from 1960 
through 1966, is as follows: 


Per Cent Increase 
} ear Over Previous Year Dollar Totals 
$1,594,440,000 
1,642,273,.200 


1960 3% over 1959 
196] 3% over 1960 
1962 1% over 1961 1,707,964,128 
1963 4% over 1962 1,776,282,693 
1964 4% over 1963 1,847,334,000 
1965 2% over 1964 1,939,700,700 
2,056,082, 800 


1966 over 1965 
Eae 


Latest Diamond Information 


The Diamond Industry in 1959, just off the 
press, describes style trends in diamond jewelry, 
demand for stones in various sizes and shapes, 
as well as production, cutting and distribution 
throughout the world. Author is Dr. George 
Switzer of the Smithsonian Institution. For your 
copy, send $1 to JC-K, 56th and Chestnut Sts., 
Philadelphia 39, Pa. 








About This Month’s Stylist 

Marcé, who is the creator of the designs 
which are shown on page 62, studied in 
his youth with Austrian and Italian art- 
ists. They instructed him in jewelry de- 
sign as well as in oil 
painting. 

He broke into the 
jewelry field by plan- 
ning emblems, school 
pins, coats of arms 
and trophies of all 
kinds, and meanwhile 
studied fine arts at Cooper Union. During 
a period of 28 years he headed the design 
department of William B. Ogush, Inc., of 
New York, creating distinctive concepts 
for jewelry and watches in gold and plati- 
num. Latterly, he has been in business 
for himself at 2 W. 46th St., New York. 











COMPUTING STATE AND 
LOCAL SALES TAXES 
IS TOUGH 


Divide the FTI price by 1/11th; 
Subtract that 1/11th from the 
FTI price; 

Then multiply that figure 

by 1% 

1.5% 

2% 

2.5% 

37% 

3.5% 

or 4% 
for the state or local tax! 


BUT IT’S NO TROUBLE AT ALL 
WITH JC-K TAX TABLES! 


These quick reference charts 
show state and local taxes for all 
commonly used FTI prices, be- 
tween $1.00 and $100.00. (Exam- 
ple: What’s the 3.5% state tax on 
an item selling for $24.75 FTI? 
Answer: 79¢.) 





Wouldn’t these tax tables help 
your salespeople? Printed clearly 
on one side of glossy stock, they 
are available at $1 per set of 
four sheets from 


Jewelers Circular-Keystone 
Chestnut & 56th Streets 
Philadelphia 39, Pa. 


Write for your set today! 
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to enhance your reputation 
as a quality jeweler — 
feature the leading 
nationally advertised brand 


#), -* CULTIQUE SIMULATED PEARLS 
4 % CULTURED PEARLS 


é ; 
4) . BEAUTIFULLY GIFT PACKAGED 
a 


jewe ir 
wholesalers 


write for catalogue 


PEARLS BY DELTAH INC., PAWTUCKET, RHODE ISLAND 
Sales Office: 9 Rockefeller Plaza, N.Y.C- 











OPHIE 


Specializing 


in Custom Awards 
for every event... 


every purpose. 


In addition to a complete 
line of standard awards, 
R. & L. maintains a staff of 
skilled artists who will design 
to your order any special 
awards your customers may 


ask for. 


Write for free 34 page liv- 
ing color Catalog and price 


list showing the complete line 


of R & L Trophies. 
3 


R. & L. MANUFACTURING CO. 


IO N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 














Directory of Trade 


Associations 


Names are those of president and secretary, 
respectively, unless indicated otherwise. 


NATIONAL 


en * Council of Retail Jewelers of America Affiliated State Associations—Clarence 
oses, Ohio RJA, chairman. 
Allied “Stiversmiths Association, ine.—Herbert J. Pollack, Crown Silver Co., 48 
er St., ag 3 Bg N. Y.; Pincus Weinstein, Prill Silver Co., 53 Ww. 
Sech St., New q 
ee | —— China Gulld Robert Sullivan, Lenox, Inc., Trenton, N. J.; Lynn 


Ameriean “Gem Society—-Lester W. Moon, 536 N. Monroe, Tallahassee, Fla.; Alfred 
L. Woodill, Exec. Dir., 3142 Wilshire Blvd., Los Angeles 5. Calif. 
eemaee ~* —_ Importers Association, ine.—Walter 8S. Arnstein, 580 Fifth Ave., 
New York 36, N. Y.; Lloyd V. Lassner, 10 W. 47th St.. New York 36, N. Y. 
American. Wateh Association, ine. —Jean R. Graef, 610 Fifth Ave., New York 2u, 
; William H. Fox, Exec. Secy., 39 Broadway, New York 6, 
American Watchmakers Institute—John M. Farrell, Warren, Mich.; Carl G. Sedan, 
18465 James Couzens Highway, Detroit 35, Mich. 
American Watch Manutacturers Ressslotion —Arthur B. Sinkler, c/o Hamilton Watch 
Lancaster, Pa.; LeRoy a Mote, c/o Elgin National Watch Co., Elgin, IIL. 
——.— " Jewelers Association George Scott, Engelhard Industries, Ltd., 512 King 
ad = Toronto; Raymond P. Brown, 800 Bay St., Room 103, Toronto, 


China, yoy & Pottery Association of America—-Theodore L. Daniels, c/o Newland, 
Schneeloch & Piek, Inc., 1107 Broadway, New York, N. Y.; Walter Nelsen, 
Suite 1530, 71 West 23rd St., New York 10, N. , 

Clock importers & Assemblers Association, inc.—Samuel J. Kaufman, Semca Clock 
Co., 30 Irving Place, New York, N. Y.; Joseph Flum, Secy.-Treas., Florn 
Co., 1261 Broadway, New York, N. Y. 

—_ Jewelry Board of Trade of New York—Phil Nierenberg, 26 W. 3lst St., New 

- Sid Greenberg, Exec. Secy., 303 Fifth Ave., New York 16, N. Y. 

eae Reed of Trade of New York, Ine. —William J. Carey, Doulton & Co., 

—. , ll E. 26th St., New York _ 10 , N. ¥.; Walter Nelsen, 71 W. 23rd St., 
uite 1530, New York 10, 

Cultured Pearl Association of ‘America, ince.—Joseph D’Elia, B. D’Elia & Son, 

665 5th Ave., New York 22, N. Y.; Harry Robin, 608 56th Ave., New York 


7 Be. Me 

Diamond Council of America—Leo Weisfield, Weisfield’s Inc., 800 Michigan St., 
~ymogy a , ae William Wagner, Exec. Secy., Suite 805, 545 Fifth Ave., 

Diamond Ve Ciub, Ine.—Max Jellinek, 30 W. 47th St., New York 36, N. Y.; 

idore Friedman, 15 W. 47th St., New York 36, 

piassene Manufacturers & importers Association of America, Inc.—Jean H. Van 
Praag, 551 Fifth Ave., New a N. Y.; Ethel M. Friedman, Exec. Secy., 
342 Madison Ave., New York, 4 

Eastern Manufacturers & Importers Exhibit, ine.—S. 8. arna, 220 Fifth Ave., 
aie : ork 1, N. Y.; William E. Little, Mng. Dir. 220 Fifth Ave., New 


Yo 
Edueational y OS Manufacturers’ he 2 Fuller, L. G. Balfour Co., 
25 Country St., Attleboro, Mass.; Waite BD poe _ Exec. Secy., Lipper, 
Shinn & Keeley, 41 E. 42nd St., New Yo 
Fountain Pen & Mechanical Pencil idanutasturers’ Assotiation, ine.—George E. 
Bartol, III, C. Howard Hunt Pen Co., Camden 1, N. J.; Frank L. King, 
Ex V. P., 1426 G 8St., N. W., Washington 5, ms 
Gemological institute of America—James G. Donavan, Jr., Chm., 435 W. 7th St., 
a a, aes Richard T. Liddicoat, 11940 San Vicente Blvd., Los 
es 49, Ca 
Gold Filled Manufacturers Association—Edson W. Sawyer, Improved Seamless Wire 
Co., 775 Eddy St., Providence, R. I.; S. L. Cantor, Exec. Dir., 213 Bates 
Bldg., Attleboro, Mass. 
industrial Diamond Association of America, Ine.—Bernard Jolis, U. 8S. Industrial 
eens Corp., 589 Fifth Ave., New York, N. Y¥.; Margaret J. McGinnis, 
Mer., Box 175 587a Turnpike, Pompton Plains, N. J. 
awahiee ‘Board of Trade—Raymond R. Sturdy, Cheever, Tweedy & Co. N. 
"| a he Mass.; Vincent F. Chapman, 413 Turks Head Blidg., wcsekdunes 


I. 
seuatent ‘Seeurity Alliance of A aw United States—Victor A. Lambert, 767 Lexington 
: lew York 21, Y.; Richard C. Murphy, Exec. Secy., 535 Fifth 
New Yo if MS # 
pentiela “Vigilance Committee— ~Gustay H. Niemeyer, Chm., 82 Fulton St., New 
soe oa’ 3 N. Y. ; P. Irving Grinberg, Exec. V. Chm., 15 W. 44th St., New 
Jewelry Crafts Association, Inc.—Walter Karlan, 136 W. 52nd St., New York 19, 
N. nry L. Sperling, Exec. Secy., 20 W. 47th St., New York 36, N. Y. 
eames” ‘industry Council—Oscar Kind, Jr., Chm., 8S. Kind & , a Chestnut 
a., Pa.; Albert E. Haase, 608 Fifth .. New Yo » 
Jewelry "Vadose Tax Committee—William M. Wright, Chm., 8575 gf Ave., 
Silver Spring, Md.; William S. Preston, Sr., 17 Church St., Burlington, Vt. 
Machine Chain Manufacturers Association—Russell "Rooney, c/o Federal Chain Co.. 
ese gs Ave., seen, R. I.; Howard W. Armbrust, 735 Allens Lane, 
ence, 
Manufacturing Jewelers & Soraeven of America, Ine.—Edson W. Sawyer, c/o 
peeeeres a Wire Co., 775 Eddy St., Providence 5, R. I.; George R 
ankov Exec. Secy., 207- 11 Sheraton- Biltmore Hotel, Providence 2, R. I. 
senuteurtan y Sales Association—Louis I. Solmonson, Berkeley Co., 95 
so ne Ave., ey ee 9, R. I.; Frank Brown, Bazar Mfg. Co., 50 
nut St., Providen : 4 
Metal Findings Mcnufacturers Association—James Pvans, 55 Johnson St., Providence 
I.; Peter Parisi, 91 Hartford Ave., ny Be 9, R. 
National Association of Costume Jewelers—Arthur Levy, 45 W. 34th St., New York, 
; Fred Singer, Gloria Jewelry Co., 39 W. 32nd St., nated York me 4 
National Association of Wateh & Clock Collectors—A Ifred C. Sco 21 Newberry 
03 ee Farms 36, Mich.; Earl T. Strickler, Mng. Dir. , 3385 N. 8rd 


umb Pa. 
National’ ‘Git & Ark Association—Leon Arditti, 220 Fifth Ave., New York, N. Y.; 
William E. Little, 220 Fifth Ave., New York i, N. Y. 
ane Wholesale Jewelers Association—Melvin Ss. Cohen, A. Cohen & Sons Corp., 
eoane™ eg A St., New York, N. Y¥.; Thomas A. Fernley, Jr., 1900 Arch St., 
a 
Platinumsmiths Association of New York, tne.—Raymond Mehrlust, 6 West 48th 
St., te! York 36, N. Y.: George F. Brecht, 17 W. 45th St., New York 


Retail Jewele rs, of America, Ine. a: ey Adelsheim, Jr., S. Jacobs Co., 811 
ag ollet.. j , Minn.; James C. Lucas as, Exec. We Bes Ou BUR 
7 c 


Ring Guild ww America “Leotard Shiman, Shiman Manufacturing Co., 109 Monroe 
~ y 13 Joanna Wittenberg, Exec. Dir., 608 Fifth Ave., 
Yok "90, N. Y. 


New 
Sterling Silversmiths Guild of America—Denham C. Lunt, Jr., Lunt Silversmiths, 
Greenfield, Mass.; John F. Ambrose, Exec. V. P., 551 Fifth Ave., New 
Yorks, N. X. 
Swiss Federation of Watch Manufacturers—Gerard Bauer, Les Tilleuls, nerine 
Switzerland, ye c/o Watchmakers of Switzerland, 730 Fifth Av 
Now a. 19, N. : Georges A. Matthey, 3 Avenue des Alper, 7 ieeahenat 
Switzerlan 
Watch ce tng Distributors Ranpteties * America—I. Ashendorf, Charlotte, N. C.; 
ey G. ouse, Exec. Di 923 15th St., N.W., Washington 5, D. C. 
Watehmakers of Switzerland a He, ” Conter. Ine.—Paul A. Tschudin, 730 
Ave., New York 19, N. Y.; Jean P. Savary, 730 Fifth Ave., New 


STATE 


Alabama Retail Jewelers Association—Pinky Koss, Leeds Jewelers, 512 Broad St., 
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adsden; George Spidle, Birmingham. 
po. Retail Jewelers Association—Ben Rosner, 35 N. First Ave., Phoenix; 
Catherine Dennison, 35 N. First Ave., Phoenix 
Arkansas Retail lowelere Association—John M. Stinson, Camden; Mrs. Charles 
pperd, Exec. Secy., Russellville. 
California Phorclegieal Association of + ?* Nixon, 380 Orlena Ave., Long Beach; 
Norman D. Luth, 3925 Flower St., 
California Retail Jewelers Association— "Richard M. — Santa Barbara; Mrs. 
Collette Harrison, 14762 Terryknoll Dr., Whittie 
Connecticut one Jewelers Association—Richard Michaels, Michaels’ Jewelers 
Va ae lsenberg, Exec. mere. , Suite 305, 179 Allyn St., Hartford 3 
Consolidated yf  o jewelers of New York & New Jersey, ine.— Bennet "H. Schwartz, 
a - Broadway, Astoria, N. Y¥.; Maxwell Mittleman, 2517 Webster Ave., 


N. 

Florida’ "Retail Jewelers Association—Nat Robertson, Gainsville,; Tom Cook, Jr., 
250 S. Beach St., Daytona Beac . 

Florida State Watehenahere Association— peas Burdette, Tampa; Joe Erlenwein, 
oxe Secy., 4116 Watrous Ave., Tamp 

Cones Jewelers & Horologists—Robert Young, 411 Adamson Sq., Carrollton; 

lip S. Stovall, 1471 Thomas Rd., Decatu 

Georgia Mekal Jewelers Asseciation—Jack M. rod Savannah; Kimsey Davis, 103 
Peachtree St., Atlanta. 

Hawaii “hewehere Association—Paul Kurata, co Paul’s Jewelry Co., 3622 W plates 
Ave., Honolulu; Thomas L. Shields, c/o Chamber of Commerce, Honolu 
illinois Retail Jewelers Association—Carl W. Frautschi, Sigmund Sorg, = 

— Side Sq., Bloomington; Charles H. Barker, Leland Office Bldg.. 
wringfield 
tadiana Jewelers Association—Herbert Pazol, Pazol’s Jewelers, Muncie; Stanley 
Hall, Lebanon 
caceee Sauer Association, ine. of—Isaac Wright, Tell City; Philip E. 
on, Brownsburg. 
lowa, ‘Horologieal Association of—Hoyt D. Snyder, Humeston; Willa Dickens, 


lowa State Retail Jewelers Association—Howard Kelly, Dennison; H. C. Helberg, 
ecy.-Treas., Marshalltown. 
Kansas Moos Society—Charles Good, Good's Jewelers, 1311 N. Main St., Hutchison; 
Mrs. Betty Williams, Staffor 
Kansas State Retail Jewelers Association—Mugene P. Wetzel, 209 S. Broadway, 
Wichita; Charles Elliot, Manhattan. 
Kansas ao waiehaatbars Association—C. L. McClough, Augusta; Richard Hess, 


To 
Kentucky “Retail Jewelers Association—Scott Means, 808% S. Main St., Hopkins- 
Don Merkley, 3725 Lexington Rd., St. Matthews. : 
Kentucky " watehuahere Association, ine.—F Frank Stagner, 408 Main St., Bowling 
treen; Forrest D. Markel, Bxec. Secy., 7916 Jonquil Dr., Pleasure Ridge 
Park. 
Louisiana Horological Association—Ray Formby, Homer; Bill Bryan, Bryan's Jewelry, 
Minden. 
Maine Retail Jewelers Association—Henry Nolin, 79 Lisbon St., Lewiston; Lionel 
Tardif, 40 Main St., Waterville. 
Maryland, Delaware & District of Columbia Jewelers Association—Richard nes, 
= wera pap es Henry H. Brylawski, Bxec. Secy., 224 E. Capitol St. 
ington 3, 
Massachusetts. Rhode island Retail Jewelers Association—Quentin McCaffery, Bill- 
ings Rd., N Quincy, Mass.; Robert S. Franks, Mounton Jewelry Co., Main 
St., Worcester, } g 
Michigan’ Horological Association Clayton Goodrich, Sunfield; Charles F. Barnes, 
70 >. Baldwin, St. Johns. 
Michigan vauclers Association—Robert J. Heglund, Heglund & Beyer Jewelry, 
ay City; Richard O. Cook, Exec. V. P., 620 Stoddard Bidg., Lansing 23. 
Minnesota Retail Jewelers Asscelaticn- -Donald D. Elmguist, Elmquist Jewelry, 
hed: re fy William C. Walsh, Exec. Secy., 1135 N. W. Bank Bidg., Minne- 
apols 2 
Minnesota Watchmakers Association—Mitch Kellar, 631 Winnetka Ave., N., 
Minneapolis 27; William C. Walsh, Exec. Secy., 1135 N. W. Bank Bidg., 
Minneapolis 2. 
Mississippi Retail Jewelers Association—Robert H. Rollings, Rolling’s Jewelry Co., 
Hattiesburg; Bernard Skibell, Greenville 
Missouri Retail Jewelers Association—G. L. Christopher, 805 Pine Street, Rolla; 
Clinton Holt, 116 E. High St., Jefferson City 
montana Retail Jewelers Association—Kenneth J. =, Cut Bank; Earl O'Neil, 
ecy.-Treas. ,Great Falls. 
— tenga , Association of—Wilbur W. Bristol, Burwell; William L 
offman, 4628 N. 83rd Ave., Omaha. 
Nebraska Retail Jewelers Association—A. R. Shalberg, 421 Norfolk Ave., Norfolk: 
Don Maun, Exec. Secy., P. O. Box 1344, Lincoln, Nebr. 
lampshire Retail Jewelers Association—David E. McAllister, 11 Elm St., 
Voodsville; Mrs. Shirley L. McAllister, 11 Elm St., Woodsville. 
Jersey Retail Jewelers Association—Martin Parian, 1173 Main St., Clifton: 
, 6011 Bergenline Ave., West New Yor 
Watchmakers Association of—Emil J. Chessari, 512 Sixty- seventh St., 
: Donald J. DeWolfe, 483 Prospect St., Nutley 10, N. 
Mexico Retail Jewelers Association—Adair Gossett, W. Fox ies Carlabad: 
Sam Rankin, 113 W. Broadway, s. 
York Jewelers Guild—Murray Silvers, M. & N. Silvers Co., 62 W. 47th St., 
New York: Irving Kane, Davis Jewelers, 74 W. 47th St., New York. 
York State Retail Jewelers Association—W. Kar! Mintel, 387 W. Onondaga 
oes Syracuse; J. Francis Thibault, Evans & Sons, Inc., 234 Genesee St., 
tica 2 
New York State Watchmakers Association—Nelson Z. Mills, 218 Broadway, New- 
burgh: Richard A. Robbins, Exec. Secy., P. O. Box 117, Conklin 
North Carolina Retail Jewelers Association—-Henry Cc. Miller, Jr., Lexington; 
Harold Seburn, Exec. Secy., c/o Churchwell’s Jewelers, Wilson 
North Carolina Watehmakers Association—Marvin Cc. Lunsford, Winston- Salem; 
L. Paul Mathis, Boonville 
North Dakota Jewelers & Watehmakers Association—Don Lund, Bismarck; Al M. 
Foss, 107 S. Main St., Minot. 
Ohio Retail Jewelers Association—Harley M. Benedict, H. M. Benedict Jewelers, 
Delaware; Hugh N. Beattie, 1117 Buclid Ave., Cleveland. 
Ohio Watehmakers “Association—-Ralph Giantorio, Cleveland; George W. Cordes, 
Exec. Secy., Toledo 
Oklahoma Horolegical Association—George Weach, Bl Reno; Ross Luttrell, 2003 Pine 
St., Duncan 
Oklahoma Retai! Jewelers Association—Paul J. Miller, Frye’s Jewelers, Chickasha; 
John Denbo, Claremore Jewelers, Claremore. 

Oregon Retail Jewelers Rasceteten—Sraetin Zell, a * Brothers, 800 S. W. Morrison, 
Portland: Frank Breall, Exec. Secy., 921 Broadway, Portland. 
Pennsylvania Retail Jewelers Rasosiebien —Ed welt’ ‘584 Chartiers Ave., McKees 

Rocks; Herman M. Hollander, Exec. Secy., 600 Plaza Bidz., Pittsburgh 19. 
Pennsylvania, Watechmakers Association of—William O. Smith, Jr., 2015 Saw Mill 
Blvd., Pittsburgh 10; George W. Meyers, 4740 Mossfield St., Pitts- 





Rhode "island Watchmakers Association—Vincent A. DeAngelis, 315 Auburn St., 
anston 10. R. I.; Norman Ouellette, 77 Washington St., Providence 
Rocky Menatele Retail Jewelers Association (Colorado) —Merritt B. Sherer, Jr., 
Denver: W. G. Van Every, Secy.-Treas. 
South Carolina Retail Jewelers Association—Alan Reyner, Columbia: Abe M. 
Harris. Hayes Jewelers. Box 506, Walterboro 
Tennessee Horological Society, ine.—Clayton Rollins, Clinton: 0. H. Harding, P. O. 
x 1005, Chattanooga 
Tennessee Retail Jewelers Association—William FP. Griffin, B. F. Stief Jewelry 
~ r 214 Sixth Ave., N., Nashville; Joseph M. Williamson, 32 W. Broad St., 
ookeville 


Texas Jewelers Association—Richard Reiner, Gildemeister Jewelers, San Antonio; 


Dell Sheftall, Exec. Dir., Sheftall’s Jewelry, 2268 Guadaloupe St., Austin. 

Texas Watchmakers ere ine.—-John =. ene 8230 Long Point, Houston; 
James M. Ree 423 Newton, W. Ora 

Vermont Retail Jewelers Association—William Preston, Jr., Burlington; Paul V. 
/ . Lyndonvill 

Horological Association of, ine.—John D. Miller, 601 Northgate Ave., 

Waynesboro; L. 8S. Petty, 2337 Howard Rd., Roanoke. 

Virginia Retail Jewelers Association—vVictor A. Heiner, Kingoff's Jewelers, 316 
——-. Roanoke; Sumpter Priddy, Jr., Exec. Secy., 1800 W. Grace St. 
ichnmon¢e 

Washington Retail Jewelers Association—Richard gg Weisfield’s, Inc., 414 
Pike St Seattie;: David M. Lombardo, Pxec. Secy., 512 First Ave., N., 
Sea ttle Y 

West Virginia Retail Jewelers Association—Sam Galperin, 21 Capitol St., Charles- 
ton; Calvin Broyles. Charleston. 

Wisconsin. Licensed Watchmakers Association—Gerald Jaeger, 1114 Broadway Ave., 
Sheboygarn; Ed Medla, 4958 8S. Packard Ave., Cudah 

Wisconsin Retail Jewelers Association—Charles J. Cumicek, Seymour; B. W. Heald, 
Exec. Secy., 9644 N. River Rd., 37 W. Mequon. 
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A RARE OPPORTUNITY 
OPEN TO RIGHT MAN 


RETAIL JEWELRY 
EXECUTIVE WANTED 


Michigan’s largest Jewelers, due to expansion pro- 
gram, has opening for a top flight Jewelry Execu- 
tive with experience in all phases of retailing. 
This man will be assistant to our General Man- 
ager. Salary is absolutely open. 

If you feel that you belong to the “Big League” 
and have the best in character references, write 
us and give us complete resume and snapshot of 
yourself. Your application will be kept in strict 
confidence. Address your letter to 


Meyer Rosenbaum, President 
Meyer Jewelry Co. Treasure Chest Stores 
1400 Woodward Ave., Detroit 26, Michigan 














‘ For over 70 years RACINE has set the 
standard of QUALITY in dependable 
Largest Timers and Chronographs—for use in 


industry, science, research, sports and 
Selections communications. 


of Fine Features of GALLET 
TIMERS and GALCO Timers: 


® NIVAROX Hair Springs 
on e GLACIDUR Metal Balances 


‘ey - Vere ¢ CHROME Finish, Hinged 
Nickel Cases 


SECURITY ANTIMAGNETIC 


7-JEWEL Lever Movements 
eqeii. 7-4, 12) (none stronger made) 


There's a Racine Timer for 


RACINE Every Modern Purpose 


CHRONOGRAPHS Write for Catalogue JC 7 


JULES RACINE « company, inc 


20 WEST 47th STREET, NEW YORK 36 











The Encore Group offers Gorham 
retailers proven sales potential PLUS 
an increased consumer confidence in 


ot pt 


— 


nl pe oe 


EO II BOI 


GORHAM STI RING : the continued availability of all 





This full-page advertisement he Gorham patterns. 
January, 1961 House Beauti ; ‘ 
introduces the Racers Oteund te It combines designs recently available 
consumers. Gorham continues as on regular open stock status with the 


the leading national advertiser of -celli ; 
siloeeciane. 114 aaiee tx Oe. best-selling designs from the regular 
Made-To-Order Program. 


With its introduction, the Gorham 
Proudly Announcing Company strengthens its position as 


the nation’s leading silversmiths. 


+ 
: 


are 
ENGLISH GADROON : 


Profit Proven, an patterns in the Encore Group are | 
available on a year-round basis and 
c all pieces will be delivered within 
retired desig ns thirty days from receipt of order. ' 
Prices range from $39.75 to $49.75 
Now available year-round per six-piece place-setting, F.T.I. 
Regular Made-To-Order Program 
continues for all retired designs not 
included in this group. 


GORHAM STEIN G 


Since 1831 
America’s leading silversmiths 
ProvipENCE 7, RHope IsLanp 
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VERSAILLES 
LOUIS XV 
MADAM JUMEL 
KING ALBERT 
LILY OF THE VALLEY 
HUNT CLUB 





















































TABLE TOP FASHIONS 


Trend in accessories is reflected in new sun- 
shine yellow, interpreted here in “Shannon 
Rose.” It is the most recent addition to the 
“Ever Yours Collection.” Taylor, Smith & Tay- 
lor Co., East Liverpool, Ohio. 


Specially imported for promotion is this glass 
sugar and creamer set. The sugar measures 
2%,” by 41,”; the creamer is 44,” x 454”. 
tail for the set is $1.25. M. B. Daniels & Co., 
Inc., 31-37 W. 27th St., New York. 


Whimsical, blue-toned beach figures were de- 
signed by Lisa Larson. The reclining, pensive 
“Beata” retails for $13.50; scholarly ‘‘Amalia,”’ 
$15.50. Imported by Frederick Lunning, 225 
Fifth Ave., New York. 
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Single spray of hand-retouched enamel! daisies 
on blue tint background ornaments brilliant 
white Ahrenfeldt French Limoges translucent 
china. Embossing, platinum trim on Duchess 
shape. From Herman C. Kupper, 39 West 23 St., 
New York City. 


Texas Ware Debut Series features a first in 
decorated bowls and cups. “Autumn Fantasy”’ 
illustrated, has yellow, brown, green leaves. Mel- 
mac 20-piece starter set, $21.95. Plastics Mfg. 
Co., 2700 Westmoreland Ave., Dallas. 


“Waverly” is at home with Chippendale, 
Sheraton, Regency styles. White fluted shape has 
gold edge, green and beige stylized leaves and 
flowers. Five-piece place setting, $19.95. From 
Royal Doulton & Co., 11 East 26 St.. New York. 
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youse Beautiful-the Rj 
yrroundings for Sling 


Hance beaguliti! 


“A eae : ‘ | ” 
thy SELECTIVE, QUALITY- MINDED pUDIENCE 
Writes Jules Rp SAYS SYRACUSE CHINA 


e china. 
ulden, Advertising Manager, syra 


lome | he more 
u e. 

“ten you, Mshings are seldom bought on impuls petter- 
“aN expose them to potential customer> 


cus 


‘te; 
t 
roundings ° 'Mportant that they be show" n® 
"BNt meg: Which in the case of magazines’ 


Vdia 


| ded 


Use 
audien, Beautiful, with its highly-selective. ” 
for this a Opinion — is certainly the 
@° 


Mer, . 

Ca 

Ch S lea 
$15 ver a, dinnerware advertisers 28°©° sa incom 

. rh Biv s00: upper-income families eee small 
iy es | har 
C5 Ger to, ‘ WVertisers dollars and cents res¥ \eads ? 


advertisiné 


its in $4 
i 
years in a row now, House 


'€S in China, Glass and Pottery 


ne 
“LLS BOTH siDEs oF THE COUNTER 


House beautiful ome 


CIRCULATION 


ee FIRST SIX MONTHS 1960 


One of 13 Hearst Selective Market Magazines 
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TABLE TOP FASHIONS 


“Sea Rose,” new Royal Worcester bone china, 
has narrow blue border encircling the grey and 
blue motif. 5-piece place setting, platinum edged, 
is $27.75. From Royal Worcester Porcelain Co.., 
11 East 26 Street, New York. 


Exotic pheasants and other birds depict the 
artistry of the Orient in a russet red. Hand- 
made, hand-printed English octagonal bowl re- 
tails for $50, $37.50, $27.50, depending on size. 
Royal Crown Derby, Inc., 362 Fifth Ave., N.Y.C. 


Delightful and bright, vellow sparkles against 
the brown foliage on white “Ascot” pattern in 
Mason’s ironstone. Retail price for the 5-piece 
place setting, $5.60. From Maddock & Miller, 
129 Fifth Ave., New York City. 
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Casual China introduces patterns such as 
“Gay Wings” for mix-matching. The Russel 
Wright-designed cook-bake-’n-serve china has 
muted leaves on pink background. 16-piece 
starter set, $18.95. lroquois China, Syracuse. 


This Spode “Camilla” Joke Cup is one of five 
Joke cups in various patterns, all carried in 
stock. Measurements are 4 inches high, 1% 
pint capacity. Retail for each is $7.70. Copeland 
& Thompson, 206 Fifth Ave., New York. 


f Hadeland of Nor- 
way are available in plain lip and ice lip styles, 
in 8, 16, 24, 32, 48, 64 ounces. Hand blown, they 
retail from $1.75 to $4.95. Imported by Millard- 
Norman, Cincinnati 29, Ohio. 








SERVICE 


pode 


THE INE ENGLISH 


DINNERWARE 


No matter the amount—no matter the tim- 
ing—your orders will get the same wonder- 
working care and delivery from Spode! 


Gadroon 
Spode Impena:’ 


: " 
peti sads vs 


“~ 








FRANCONIA CHINA “One of Europe's Finest’ 


“ROSALIE” —pink counterpart of popular blue “Delphine” 
-only the coloring is different! Rim wreath of pink roses 
and green leaves, bordered by a softer pink, edged in Gold. 
Louis XV Shape in white translucent china. 


Companion “Delphine” Crystal 
5 pe Place Setting: $13.95; “Delphine” Crystal $2.15 per 
glass (slightly higher South & West). 
To be advertised in Bride’s, Spring issue 


Herman C. Kupper, Inc., 39 West 23rd St.. New York 10 
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iliaa ela Cie Flaceelilem class 


by Jerry Gewirtz 
JC-K Fashions and Gifts Editor 


Go Atter 
the ‘“T'wo-Set’’ Customers 


tor Dinnerware 


© THE AMERICAN DREAM of the two-car garage, 
the chicken in every pot, the wardrobe of jewels 
for day and night has become a reality for many 
people in the last 10 years or so. Despite vacil- 
lating sales trends and stock market slumps, 
there is still a lot of money around. 

Middle income groups, most of whom have 
moved to suburban areas, have been putting this 
money into products that glorify the home. Night 
club business, on the one hand, may slow up, but 
dollars continue to be spent on vinyl floor cover- 
ing, wall paper and other home improvements. 

Along with this stepped-up interest in the 
hearth has come a healthy change in taste. Robert 
Inman of Spode commented recently on a trend 
that that particular company had noted. That is, 
that taste has become obviously upgraded since 
the war. 

For a very long time, Copeland and Thompson 
has been selling the slogan, “‘Don’t wait to inherit 
Spode.” It is just in the last couple of vears that 
customers have literally repeated the thought and 
put it into action by telling sales personnel they 
don’t want to wait. 

This desire to own a quality ware is not neces- 
sarily limited to costly merchandise. Customers 
are living by the theorem that “good taste costs 
no more” and want good taste in their everyday 
necessities. 

This has important ramifications for the jew- 
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TO MAKE BIGGER SALES 


USE BETTER BOXES . . . LOWER COST 


Progressive retailers recognize the importance of attractive gift boxes as a 


sales-building influence. Our new 24 page illustrated catalog makes it 
easy for you to select just the kind of boxes to meet your needs. Many 
low cost assortments (like No. 33 shown above) . . . includes 
sizes and shapes for every type of merchandise. GET THIS FREE BOOK. 
Lists and illustrates complete range of Gift, Jewelry and Apparel Box Sizes. 


WRITE FOR YOUR COPY NOW! 


SEE PICTORIAL DISPLAY AT THE GIFT SHOW 


Room 325 Hotel La Salle, Chicago 
Feb. 5 to 12. Or write for Gift Box 


Catalog today. 
THE PACKAGE IS 


/Pictoria }/ PART OF THE GIFT 
GIFT AND ewan Boxes / 


PICTORIAL PAPER PACKAGE CORPORATION 


232 SOUTH LAKE STREET - AURORA, ILLINOIS 


























eler. He knows that many customers are potential 
two-set customers for both di:nerware and glass- 
ware. His store is generally the source for quality 
goods. But it must also offer the prospective two- 
set buyer the choice of everyday, quality table 
goods. 

This is not an anachronism. 

The jeweler is going to remain the source for 
the quality purchase just so long as the customer 
thinks of the store as the place to buy all the table 
top goods. No retailer can afford to lose his cus- 
tomer after the purchase of the fine china or 
crystal. He should also offer good-quality dinner- 
ware and glassware for everyday use. 

This is no pipe dream. It is happening cer- 
tainly at the manufacturer and department store 
levels. Spode tells us that they have been enjoy- 
ing a two-set market in fine china and fine earth- 
enware. Similarly, companies like Fostoria ad- 
vertise and emphasize “Be Sure To Register Two 
Sets—all year ’round ... have her list Fostoria 
handblown crystal to complement her fine china 
.. . have her list Fostoria hand-molded crystal 
to add sparkle to her ‘everyday’ table.” 

Merchandising to a two-set market is more 
than just one ad, one display, a passing thought. 
It must germinate from a well-conceived market- 
ing concept basic to store policy. 

Just as the retailer thinks of sterling and plate 
or sterling and stainless or stainless and plate, 
he should consider two distinct price lines in his 
dinnerware and glass. Ladies’ groups are the ideal 
spot to nurture such a policy. 

Tiffany’s annual table-setting events may deal 
with the ladies whose names are in the 400 list, 
but the event inspires the use of all kinds of 
table top merchandise. Why not invite this kind 
of participation from the local 400? 


0 LENOX EXECUTIVE: Richard R. Gillespie 
was named manager of Marketing Research 
for Lenox, Inc., Trenton, N. J. He was formerly 
with James Lees and Sons, Bridgeport, Pa., as 
manager of market research. 


YRACUSE VP’s HONORED: Two vice presidents of 
Syracuse China Corp., whose years of service 
to the company add up to 110, were among those 
who were honored at the company’s recent 25th 
annual Service Club banquet. E. L. Torbert, left, 
received a service pin for 60 years with the com- 
pany, and W. Bradley Huber received one for 50 
years. 
Mr. Torbert is the first person to achieve 60 
vears of continuous active service with the com- 
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i= THE SPICE OF SALES 





No, 32 12” Rolled Edge Footed 
Cake Plate about $12.00 retail 


The wide selection available in every Silver City 
pattern assures a sale on every occasion. 
Whatever the season, spice up your gift sales 
by featuring the finest in Sterling on Crystal— 


guaranteed non-tarnish, chip resistant. 


No. 30 

6” Bud Vase 
about $4.00 
retail 


Flanders 


Pattern shown 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 


Atlantic City China & Glass Show Southeastern China Glass & Gift Show California Gift Show Chicago Gift Show San Francisco Gift Show Dallas Gift & Jewelry Show Seattle Gift Show 

Booths 755-757-759 Room 302, Henry Grady Hotel Room 2341, Spaces 109-110 Space 274 Room 2311 Reom 226 

Convention Hall Atlanta, Georgia Biltmore Hotel IHlinois Room Western Merchandise Mart New Dallas Trade Mart Olympic Hotel 

Atlantic City, New Jersey January 15th-18th Los Angeles, California LaSalle Hotel San Francisco, California Dallas, Texas Seattle, Washington 

January 8th-13th January 22nd-2/7th Chicago, Illinois February 5th-8th February 18th-23rd February 19th-22nd 
February 5th-12th 


CULAR-KEYSTONE, JANUARY 1961 97 








Souvenir 
Spoons 


from 
NORWAY 


Souvenir _ 

if Demitasse 

2 Spoons of the 50 x 

States, with 

authentic seals. — 

A collector's item! 

Silver Plate—$6.00 . 
per doz. wholesale. 

Available for 
immediate delivery. 
Send for our complete catalog of sterling 
and enameled silver, sterling enameled 
jewelry, crystal, china and pewter. 
Your own spoon made on special order. 
Min. 500 plated or sterling. 6 wks. del. 


Jobber Inquiries Invited 








NORWEGIAN SILVER CORP. 


Norway House, 290 Madison Ave., New York 17, N.Y. 
Additional showroom, 225 Fifth Ave. NY. C.. Room 409 


SEE YS AT CHICAGO GIFT SHOW, LASALLE HOTEL, ROOM €25 


SCORE 











Extra Sales 


WITH 


REH-craft 
| BASKETBALL 
‘s+ TROPHIES and AWARDS 


REH-craft quality and appearance make 
easy sales to your big local market: 
school, business, and civic leagues. All 
figures are electro-plated and lacquered 
for beautiful lasting finish . . . cups 
are hand-spun, plated in “sunburst” 
finish. Wide variety of outstanding de- 


signs for every taste ... every occasion. 


REH-craft 


Distinguished Trophies for every 





Sport... team or 
individual 


Write for big, new, colorful 
56-page catalog! 


7. 


Cc. REHBERGER CO 
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pany. Named vice president in 1919, Mr. Torbert 
has most recently devoted his time to the problem 
of tariffs in relation to china imports. Mr. Huber 
has worked through many phases of the com- 
pany’s operations. When he joined the adminis- 
trative staff, he concentrated on service to cus- 
tomers. 


Mr. Torbert Mr. Huber 


EW LINES: News-making was the premiere of 
N a comprehensive exhibit of sterling flatware 
and holloware by Th. Marthinsen of Tonsberg, 
Norway, and enameled sterling jewelry by the 
Aksel Holmsen Co. of Oslo, Norway. A special 
reception was held by Norwegian Silver Corpora- 
tion of New York to mark the debut of the lines 
in this country. The Commercial Attache of Nor- 
way and the Norwegian Silver Corp. hosted the 
reception at which the press met Aksel Holmsen, 
silversmith. 

Tiffany & Co. held a two-week exhibition of the 
porcelain bird sculptures of Edward Marshall 
Boehm. The event coincided with the publication 
of an art book by Frank Cosentino, “‘Boehm’s 
Birds—the Porcelain Art of Edward Marshall 
Boehm.” 


HOWS COMING UP: George Little Management, 
Inc., 220 Fifth Ave., New York City, has an- 
nounced some of the important home furnishings 
shows on the immediate future agenda. 
Highlight of the January buying seasons in 
home furnishings is the New York Lamp & Home 
Furnishing Accessories Show. The 29th show will 
again be held at the Hotel New Yorker and Trade 
Show Building during the week of Jan. 15-20 
with over 325 firms participating. Buyers who 
come east to attend the Atlantic City China & 
Glass Show held the previous week will have a 
one-day interval before coming to New York. The 
January event reflects the integration of lamps 
and accessories and will offer buyers 175 displays 
of lamps and over 150 of decorative accessories. 
Show hours for the week are Sunday, 10:30 
to 7; Monday, 9 to 7; Tuesday, Wednesday, 











Distinguished 
new Crystal 
Display 
Center 


A permanent fixture 


he oe 


to guide customers to your glassware. 
% 
Scientifically lighted 
to emphasize both lustre and brilliance. 
Plugs in anywhere. 








1. Fine Quality ... and in quiet, good taste. 
































2. An excellent and versatile display... use in pairs. 3. Orasa permanent peninsula . . . always attractive. 


This beautiful new display center by 
Fostoria is a fine piece of furniture, a 
true value, built to last for years. The 
sturdy walnut base contains fluorescent 
tubes which light the bottom shelf. The 
risers and shelf frames are satin white. 


Shelves are %” plate glass, rubber 


mounted. The header, illuminated with 
incandescent bulbs, is a soft, cloudy, 
sky blue. Overall size of display: 54” 
wide x 24” deep x 75” high. 

This functional display is a value 


at only $300. Shipped transportation 
charges collect from Cleveland, Ohio. 
Put it to work in your glassware de- 
partment. Order from your Fostoria 
Representative, or write to Fostoria 
Glass Company, Moundsville, W. Va. 


Fine Crystal with Fashion Flair...made by hand in America 


frostoria 
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KEEP THE JC-K 
JEWELERS DIRECTORY 
ISSUE HANDY WHERE 
ALL CAN USE IT- 


the information it contains 
will save many a sale ! ! 
IT'S ANOTHER INDUSTRY 


SERVICE OF YOUR 
JEWELERS’ CIRCULAR-KEYSTONE 














ELL MORE @& 
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with QUICK SERVICE @ 


MONOGRAMMING ‘J 


You can RENT a 


Write KINGSLEY for 21¢ a day 
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350 Cahuenga « Hollywood 38, California 





Thursday, 9 to 6 and Friday 9 to noon closing. 

Twenty-third semi-annual Washington Gift 
Show, Hotel Willard, Jan. 29 to Feb. 1. 

Seventy-first semi-annual Chicago Gift Show, 
LaSalle Hotel and Palmer House, Feb. 5-12. 

Other shows scheduled for the first two months 
of the year include the 52nd California Gift 
Show, Jan. 22-27, handled by Trade Shows, Ltd., 
3510 Council St., Los Angeles, and the Spring 
Allied Gift & Jewelry Show to open in Dallas at 
the Adolphus Hotel, Feb. 19-23. The Dallas Show 
is run by Allied Exhibitors, Inc., 3832 Wilshire 
Blvd., Los Angeles, Calif. 


PECIAL SERVICES: President-elect John F. Ken- 
S nedy was presented with a set of “Laurel’’ by 
Castleton China Inc., when he visited New Castle, 
Pa. during one of the campaign tours. The pres- 
entation was made by Robert Carpenter, general 
sales manager of Shenango China, Inc., and 
Castleton China, Inc. The motif on the dinner- 
ware is a laurel leaf gold pattern. 


ype ON THE GROUND: George Frederick Harri- 


son of the Royal Worcester Porcelain Co., 
Worcester, England, is pictured celebrating the 
record of having “ground” down $1,400,000 
worth of pure gold in the course of his job as 


head of the gold and color department at the 
Royal Worcester factory. Mr. Harrison has been 
an employee of the company for more than 50 
years. 
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McCall's is selling them the idea... 


are you ready to sell them the Alvin Sterling? 





WIRE OR PHONE: ALVIN DIVISION, THE GORHAM COMPANY, PROVIDENCE 7 R. 1. © WILLIAMS 1-1000 
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PROTECTIONISTS WERE PLEASED WHEN SUPREME COURT LAST MONTH REFUSED to hear a tariff 
case testing the President's authority in “escape clause" cases. The high 
court left standing a lower court decision requiring the President to either 
accept or reject--but not alter--remedies suggested by Tariff Commission 
to help domestic industries hurt by imports. Tariffs on Swiss watch move- 
ments were raised in 1954 under "escape clause," which permits modification 
of duty rate if domestic industry can show it is in serious trouble. 


SOME WASHINGTON TRADE AUTHORITIES BELIEVE Supreme Court's denial of review 
will bring a fight in the next Congress between supporters of higher tariff 
walls and those who will seek to restore, through legislation, the Chief 
Executive's former power to modify Tariff Commission recommendations. 


A JURY VERDICT CONVICTING A DISCOUNT HOUSE OF FRAUDULENT ADVERTISING was set aside 
by a municipal judge in Fond du Lac, Wis. In upsetting the jury decision, 
the judge argued that the firm's use, in an ad, of a watch manufacturer's 
recommended price as the "retail jeweler's price" was not "misleading, de- 
ceptive or untruc." Local jewelers had testified that the watch was not sold 
in their stores.and no "retail jeweler's price" for it existed in the area. 
The judge's decision was a setback to the Wisconsin Retail Jewelers Associ- 
ation, which had brought the complaint against the discount house. 





RETAIL JEWELRY STORE SALES IN OCTOBER WERE 13 PER CENT LESS than in October, 1959, 
but showed a l per cent gain over September, 1960, according to U. S. 
Department of Commerce data, which is not adjusted for seasonal variations. 


IR TRADE SUPPORTERS WERE CHEERED BY TWO RECENT COURT ACTIONS. The Supreme Court 
of Virginia upheld the validity of that state's new fair trade act, the 
first top state court to okay a revised law enacted after an original 
fair trade law was declared invalid. Earlier, the U. S. Supreme Court left 
Standing a Maryland Court of Appeals decision which upheld the right of one 
retailer to sue another for violation of the state fair trade law. 


FAIR TRADE LAWS IN 19 STATES HAVE NOW BEEN UPHELD by the respective state 
courts of last resort. Ten other states have laws which have not been tested 
in their high courts, according to the Bureau of Education on Fair Trade. 


SALES OF GEM AND INDUSTRIAL DIAMOND STONES IN 1960 are likely to come very close 
to those for 1959--when an all-time record was set, Harry Oppenheimer of 
DeBeers' Central Selling Organization said in his annual Christmas message 
to Kimberley's Diamond News. In reviewing the past year, Oppenheimer 
Stressed the importance of the marketing agreement with the Soviet Union in 
checking diamond smuggling from Sierra Leone. 


HOW COMPANIES ARE DOING--Eversharp, Inc., had a net income of $1,152,869 for the 
nine months ended Sept. 30... . Reliable Stores Corp. reported a net 
income of $386,673 for the nine months ended Oct. 31, compared with $427,770 
for the corresponding period of 1959 .. . Taylor Instrument Cos. had a 
net income for the quarter ended Oct. 31 of $461,140 .. . Arthur B. 
Sinkler, Hamilton Watch Co. chairman and president, predicted sales and 
earnings in the year ending Jan. 31 would be higher than in fiscal 1960. 


DIVIDENDS DECLARED--Zale Jewelry Co. declared a stock dividend of one 

Share for each 21 shares for stockholders of Class B common stock, in 
addition to a regular quarterly cash dividend of 25c per share .. . Benrus 
Watch Co., Inc., declared a quarterly dividend of 7%c a share, payable 

Jan. 12, the first quarterly payment since Feb. 1, 1958 ... <A 2% per cent 
Stock dividend on common shares was declared by Bell & Howell Co. 


TYPEWRITER SALES IN 1960 WERE SIGNIFICANTLY AHEAD OF 1959 and may go even higher 
in 1961, according to major manufacturers. Sales of more than 1.8 million 
units are estimated for 1960, about one million more than 1959, with 
electrics and portables leading the boom. 
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THE MOST WANTED JEWELRY 


Classic in design, rich in appearance and extremely 


long-wearing, Krementz Jewelry offers much the same 


advantages as solid gold jewelry at a fraction of the price. 


Its lasting beauty comes from a 14Kt. gold overlay more 


than 30 times thicker than that on most ordinary electro 
plated jewelry. 


Not only is Krementz Jewelry better in design, and in 


over-all quality, but your customers, through our con 
sistent advertising, know this. 

Full color ads in The Saturday Evening Post, Coronet, 
[The New Yorker and The New York Times Magazine 
present the Krementz quality story to over 35 million 


potential customers. 


Whv not take advantage of this by showing an im 


pressive display of this fine jewelry in your store? 


GOLD OVERLAY 


Krementz & Co., Newark. N. J 





February 5-12 





An 8 Day Week! 
FOR THE FIRST TIME — 2 NIGHT OPENINGS 


Sunday, February 5th and Tuesday, February 7th until 9 P.M. 








- JUST ABOUT EVERY LIE THAT COUMTS FROM THE WHOLE WORLD — 


Here’s your best opportunity to discuss business with heads of 
oar manufacturers and leading importers. 








Ge 4 G Jour Sill Mare of lhe Springline Special 





coca CSE ROR 


DISCOVERY ROOM —LA SALLE HOTEL l I| | 
BE SURE TO SEE—SPARKLING NEW SPRING GARDEN THEME JE eli Eel. 











Have fun too— Dinner Dance Thursday evening act at. 


Early birds who register beforc 10 A.M. | | 
will be our guests for lunch a 
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SHOW HOURS 8 ai 











SUNDAY, February 5 Noon to 9 P.M. 
MONDAY, February 6 9 A.M. to 6 P.M 


7] PPS 
TUESDAY, February 7 9 A.M. to 9 P.M. 
WEDNESDAY, February 8 
THURSDAY, February 9 


9 A.M. to 6 P.M. 


FRIDAY, February 10 G 
SATURDAY, February 11 Ay 
SUNDAY, February 12 Noon to 6 P.M. 


Directed by: 
EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. * 220 Fifth Avenue, New York 1, N. Y. 
S. S. Sarna, President * Jack Orenstein, Vice President * William E. Little, Managing Director 
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INVENTORY OF IDEAS 


Which you can use to trim costs and build sales volume 


Month after month last year, articles in Jewelers' Circular-Keystone 
told how individual jewelers across the country conceived new merchan- 
dising or management ideas for their establishments—and made them 
pay oft handsomely. 

No doubt, some of these case histories already have inspired you to 
use a similar profit-building or cost-saving idea in your own business. 

Now, to help you get set for 1961, our 1960 Annual Index gives you a 
tlash-back to the hundreds of sales-building methods we reported during 
the past year. Your file of back issues and the easy-reference index on 
the tollowing pages will give you an opportunity to: 
© Discover new ideas from stories you missed. .. . 
® Re-read articles you mentally put aside for later study... . 
® Find stories at a second reading that were not applicable to .your 

operations when they were first published. . . . 
® Study developments in any specific phase of our industry and become 

completely familiar with that field (and its application to your business). 

The value of a year's-end index is manifold. New personnel can quickly 
locate a mass of information concerning the particular field with which 
they must become familiar. A new salesperson can bone up on how to 
sell diamonds, teen trade interests, or electric and electronic watches. 
A new manager may be interested in credit operations, and with his 
backlog of JC-K's, he can examine many phases of the topic in features 
authored by top men in the field. 

JC-K articles are designed to be timely, yet the timelessness of some 
of them is astonishing. Hundreds of requests have arrived (they're still 
coming in) for reprints of the article Can Gold Discolor Skin? The same 
is true for tax tables published in the Directory Issue. And even the 
nearly-year-old controversy stirred up by What's Happening to Watch- 
maker Training is still drawing comment (see Letters, this issue). 

If you have not been keeping your back issues of JEWELERS’ CIR- 
CULAR-KEYSTONE, start your collection with this one. Jewelers have 
no other source so rich in timely reference material—a source that can 
bring in added profits throughout the year. 
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A. New Law Gives Co-op Adver- 
tising Shot in the Arm. Nov:- 
102 


ADVERTISING 


' Laws & Regulations 
New Products and Promotions 
(see “Manufacturing News Beware of Ads Which Ask Ad- 
in each of the 12 issues). vance Fee. Jan:118 
Business Philosophy—“My Com- FTC Postpones Chatham Hear- 
petitors Help Me.”’ Jan:47 ing. Jan:106; Mar:122 
Build Watch Sales in Today’s FTC Issues Guides 
Market. Feb:74 Advertising.”” Jan:114 
Austere Dignity to Friendly Watch Jewel Must Function as 
Charm. Feb:76 fearing. Apr:118 
Midget Ads That Sell Integrity. Concerns Must Back All Guar- 
Feb :78 antees, FTC Warns. Jun:80 
Promoting Men’s Rings. Feb:- FTC Spreads Its Wings. Jun:- 
122 


s* 


“Bait 


22 1] 

Modernizing Old Jewelry. Feb:- FTC Issues Guides on Co-op 
122 Ads, Promotion. Aug :210 
Find Space for a Bride’s Room! FTC Gives Go-ahead r **Chat- 

Mar :108 ham-Created.”” Sep:174 
FTC Postpones Chatham Hear- Three FTC Cheiihenees Slated. 
ings. Mar:122 Oct: 
Top TV Advertisers 1959. May:- FTC Clarifies Its Stand on 
104 Plating, Guarantees. Oct:180 
Advertising by Makers of Jew- Bargain Prices Must Be Based 
elry Store Items. Jun:74 on Going Trade Area Prices. 
Smaller Ads—Rivkins. Jul :60 Dee :90 
Can Malis Save Downtown Busi- Discount House Found Guilty in 
ness? Aug:112 Deceptive Advertising of 
Ad Agency Exhibit Shows His- Prices. Dec :90 
tory of Diamond Campaign. FTC Reverses Stand on “Chat- 
Sep :159 ham-Created.”” Dec :92 


ANNIVERSARIES 


Display Opens Fields for In- 
genuity, by Virginia Dixon. 
May :64 

Diamond Jewelry Gifts, by Vir- 
ginia Dixon. Jul :58 


Store 


Anniversary Celebrations Made 
Easy, by John D. Peel, 318 
pp. Feb:100 


Wedding 


Weddings Pick Up in °59 After 
"68 Low. Mar:132 

Display Opens Fields for In- 
genuity, by Virginia Dixon. 
May :64 

Diamond Jewelry Gifts, by Vir- 
ginia Dixon. Jul:58 
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ASSOCIATIONS—COMMITTEES 


Newspaper 
National 
Quality Drive Got Wide Re- 
sponse, JIC Reports. Jan:111 gracelets Best Sellers at United 
FTC Issues Guides on “Bait Ad- Jewelry Show. Jan:111 
vertising.” Jan:114 AWI Extends Charter Member 
Build Watch a in Today’s Drive. Jan:112 
Market. Feb: Gem Society Awards 42 Titles 
From Austere ‘Dignity- to to Jewelers. Jan:120 
Friendly Charm. Feb:76 Oneida Joins Sterling Silver- 
Midget Ads That Sell Integrity. smiths Guild. Jan:121 
eb :78 Short History of AWI. 
Peeneline Men’s Rings. Feb:- 140 
129 GIA 1960 Diamond Evaluation 
Results of Guarantee Good, Ben- Classes. Feb:144 
rus Optimistic. Feb:154 AWI Membership Passes 1400 
Find Space for a Bride’s Room! Mark. Feb:147 
Mar :108 ‘61 Set for Next MJ&SA Con- 
Average Advertising Budget fo vention-Exposition. Feb:148 
Retail Jewelers. Mar:121 JVC Reelects Niemeyer. Feb:- 
Credit for Teenagers. Apr:82 150 
Smaller Ads—Rivkins. Jul :60 Sterling Guild Elects Denham 
‘An Ad Man Speaks” — RJA Lunt President. Feb:152 
Annual Convention. Sep:156 DMIA Has New Forms for Dia- 
mond Transactions. Feb:152 
MJ&SA Wants Drive Against 
Rising Imports. Feb:154 
JIC Reelects Kind, Names New 
FTC Issues Guides on “Bait Ad- Directors. Mar:126 
vertising.” Jan:114 Weisfield Elected Head of Dia- 
Results of Guarantee Good, Ben- mond Council. Mar:126 
rus Optimistic. Feb:154 Diamond Trade Group Reelects 
Average Advertising Budget for Kleinberg. Mar:127 
Retail Jewelers. Mar:121 Jewelry Crafts Elects Walter 
Top TV Advertisers 1959. May:- Karlan. Mar:128 
104 Ring Guild Elects 
Advertising by Makers of Jew- President. Mar:130 
elry Store Items. Jun:74 Sterling Silversmiths Announce 
Jeweler Stars on TV. Oct:100 ““Graduates’’ Contest. Apr:126 
MJ&SA Annual Banquet. Apr:- 


Jan :- 


Radio & TV 


Shiman, 


industria! Diamond Association 
.lects. Apr:128 

Quality Drive Got Wide Re- Gold Filled Manufacturers As- 
sponse, JIC Reports. Jan:111 sociation Elects. Apr:128 

Jewelry Fashion Week. Aug:108 DMIAA Offers to Help Govern- 

Can Malls Save Downtown Busi- ment Sell Confiscated Dia- 
ness? Aug:112 monds. Apr:133 

FTC Issues Guides on Co-op soard of Trade Elects Sturdy 
Ads, Promotions. Aug :210 President. Apr:136 

Jewelry Sparks the Difference. AGS Elects, Plans 6-month PR 
Sep :88 Campaign. May:110 


Co-op & Tie-in 





JIC List Tells Jewelers Where 
to Get 31 Films. May:111 
New Yorkers Affiliate with 
AWI. May:112 
WMDAA Discusses 
Methods. May:113 

NWJA Firms Up Its Conven- 
tion Program. May 

HIA & UHAA Merge Into AWIL. 
Jun :42 

AGS Has “Registered Jeweler” 
Classes. Jun:72 

Industrial Diamond Men Hear 
Maj. Gen. Medaris. Jun:79 

Sterling Silversmiths of America 
Report School. Program Suc- 
cess. Jun:79 

Greeting Card Association 
Elects. Jun:84 

National Association of Cos- 
tume Jewelers Elects, Honors 
Herz. Jun:84 

Directory of Trade Associations, 
Directory Issue. Jun:38 

AWI Merges HIA and UHAA, 
Seeks Double Membership. 
Jul :97 

NWJA Condemns Direct Sell- 
ing, Debates Sales Quotas. 
Jul :99 

American Fine 
Elects. Jul:103 

WMDAA’s 14th Annual Con- 
vention. Jul:105 

Do You Really Want Ethics? 
Aug :182 

JIC Plans World’s Fair Session 
at RJA Show. Aug:194 

MJ&SA Says: No More Tariff 
Cuts. Aug:198 

Newly Formed Committee 
Fights Watch Smuggling. 
Aug :205 

MJ&SA Honors 20 at Vocational! 
Banquet. Aug: 206 

Take Certification Test, AWI 
Treasurer Urges. Sep:160 

JVC Appoints Committee to 
Seek Financial Support. Sep:- 
161 

Sterling Is for Graduates’ Pro- 
motion Seen by Over 800. 
Sep :168 

MJ&SA School Begins Fall 
Registration. Sep:168 

Jewelry Industry May Display 
at World’s Fair. Sep:180 

Jewelry Crafts Group Rewards 
Trade Graduate. Sep:181 

Watch Association Urges Re- 
tailers to Help Fight Against 
Smuggling. Oct:149 

United Jewelry Show Expects 
300 Exhibitors. Oct:150 

Gem Institute Publishes New 
Diamond Dictionary. Oct:158 

AWI Sends ‘‘Package’’ Mailing 
to Membership. Oct:161 

Fine China Guild Warns Against 
Further China Tariff Reduc- 
tions. Oct:170 

AWI Slates March Watch In- 
spection Promotion. Nov:109 

American Gem _ Society An- 
nounces 66 New Titles. Nov:- 
109 

NRMA Spokesman Calls Excise 
Rules Inadequate. Nov:118 

Ackley, Tschudin Head WMDAA 
1961 Convention. Dec :94 

AGS Replaces Registered Jew- 
eler Sign. Dee :96 

Morton Sarett Studies World’s 
Fair for JIC. Dec :96 

Watch Inspection Month Plan- 
ning Started. Dec :97 

NRMA Campaign Seeks to Re- 
tain Exemption. Dec:98 

MJ&SA Studies Means of In- 
fluencing Fashion. Dec :99 


Operating 


China Guild 


Regional 


ARM of Retail Merchants 
Formed. Apr:11 

Tola Tumbleweeds Fall Exhibit. 

:118 

RJA’s Pacific Show ory “Jewel- 
ers’ Fiesta.”” Jun: 

Directory of Trade pectiaiidiiesn 
Directory Issue. Jun:38 

Three Early September Shows 
in Dallas. Aug:194 

Pacific Show Exhibitors Exceed 
’58, 59 Shows. Aug:195 

Showtime in Dallas. Sep :90 

Atlanta Show Sales Equal or 
Better Than Expected. Sep:- 


172 
Dallas Hosts Three Gift and 
Jewelry Shows. Oct:150 
Pacific Jewelry Show Called 
“Highly Successful.”” Oct:158 


JEWELERS’ 


RJA 


RJA to Back Excise Tax Repeal 
Drive. Jan:106 

RJA Backs ‘“Trademark-with- 
Quality Mark” Bill. Mar :122 

RJA Position on Gellman Case. 
Mar :126 

RJA Plans Chicago, New York 

Apr :125 
: Toples for 44% Credit 
May :106 

RJA Sells 419 ange for New 
York Show: May: 

RJA Says Jewelers Chen rly List 
Credit Charges. Jun:76 

RJA’s Pacific Show Has “Jewel- 
ers’ Fiesta.”” Jun:78 

Christmas in July. Jul:62 

RJA Asks for No Extension of 
Minimum Wage Law. Jul:92 

Sixteen Nominees to the RJA. 
Jul :94 

Christmas Forecast. Aug: 104 

RJA Exhibitor’s List. Aug :106 

Chicago Show Falters. Aug:191 

~ A Elects Maurice Adelsheim, 
Jr., President. Sep: 153 

RJA C ee Executive Officers. 
Oct: 

RJA “sed Suggests Reduction 
of Directors. Oct:161 

State RJA Groups Elect Moses 
Council Chairman. Oct:163 

RJA Names New Executive and 
Show Manager. Nov:105 

RJA Offices Will Remain in 
Washington Indefinitely. 
Dec :92 

New Minimum RJA Dues Set 
for Multi-unit Stores. Dec:- 
108 


State & Local 


Texas Jewelers Reelect Dell 
Sheftall. Jan:120 

Twenty-four Karat Club Dazzle 
Matches Waldorf’s. Feb:160 

Chicago Jewelers Association 
Hosts 1000. Feb:160 

Boston Jewelers Club Annual 
Banquet. Apr:128 

Michigan Jewelers Association 
Holds First Regional Meeting. 
Apr :133 

Oregon Jewelers Host Pacific 
Northwest Convention. Apr:- 
135 

New Yorkers Affiliate With 
AWI1. May:112 

California RJA _ Elects, 
Show. May:116 

Washington RJA Elects. May:- 
122 


Plans 


Florida RJA Elects. Jun:84 

Alabama RJA Reelects Officers. 
Jun :84 

Kansas Watchmakers Associa- 
i and Salesmen Convene. 
Jun :84 

Directory of Trade Associations, 
Directory Issue. Jun:38 

North Carolina Retail Jewelers 
Elect. Jul:103 

Colorado RJA Joins National. 
Jul :104 

Georgia, South Carolina RJA’s 
Elect. Jul:105 

North Carolina Watchmakers 
Association Elects. Jul:112 

Arkansas RJA Elects. Jul:112 

Wisconsin Watchmakers Elect, 
Wisconsin RJA Elects, Mary- 
land-Delaware-D. C. Jewelers 
Elect—all, Jul :128 

Texas Watchmakers Elect. 
Aug :199 

Arizona RJA Elects. Aug :205 

West Virginia, Ohio Have Joint 
Convention. Aug:214 

Kentucky RJA Sponsors State 
Fair Display Booth. Aug:214 

Kansas RJA Elects. Aug:219 

Showtime in Dallas. Sep:90 

Ohio Watchmakers Association 
Elects. Sep:157 

Mississippi RJA Elects. Sep :176 

Ohio RJA Convention and Trade 
Show. Sep:176 

Michigan RJA Hear Plans for 
Show. Sep:177 

Ohio RJA Jewelry Show At- 
tracts 1800. Oct:158 

Wisconsin Licensed Watchmak- 
ers’ Association Adds Two 
New Directors. Oct:163 

Indiana Watchmakers and Jew- 
elers Associations Elects. 
Oct :193 

Oklahoma RJA Elects. Oct:169 

Michigan Jewelers Association 
Elects. Nov:108 

Iowa RJA Elects. Nov:109 

Montana RJA Elects. Nov:110 

Florida Watchmakers Associa- 
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tion Elects. Nov:111 
Connecticut RJA Elects. Nov:- 
lt] 


Kansas RJA Hears Two Busi- 
ness Clinic Talks. Nov:111 
Rocky Mountain RJA _ Elects. 

Nov :116 
Kentucky RJA Elects. Dee :97 
lowa Watchmakers Elect. Dec:- 
99 


Massachusetts - Rhode Island 
RJA Elects. Dec :99 


_ CIRCULAR-KEYSTONE 


aa. 


BABYWARES 


Gifts for 1-6 Department, by; 
erry Gewirtz. Sep:96 


BOOK REVIEWS 


Gem Testing, by B. W. Ander- 
son, 324 pp. Jan:139 

Gemcraft—How to Cut and Pol- 
ish Gemstones, by Quick & 
Leiper, 181 pp. Feb:100 

Anniversary Celebrations Made 
Easy, by John D. Peel, 318 
pp. Feb:100 

Gemstones, by G. F. Herbert- 
Smith, 560 pp. Feb:102 

Watch and Clock Encyclopedia, 
by Donald deCarle, 307 pp. 
Feb :102 

Basic Books and Tools for the 
Gem Specialist, by Dr. F. H. 
Pough. Mar :80 

Gemmologia, by Speranza Ca- 
venago- Bignami, 1110 pp. 
Mar :118 

The World of Jewel Stones, by 
Michael Weinstein, 430 pp. 
Mar :119 

Gem Texts-Test of Time, by Dr. 
*. H. Pough. May :66 

Heavenly Clockwork, by Need- 
ham, Ling, Price. May :102 

Gemstones of North America. 
by John Sinkankas. Jun:110 

Reading — for Profit. Directory 
Issue. Jun:31 

The Remarkable Dr. Kunz, by 
Dr. F. H. Pough. Aug:130 

Birthstone Booklet, by Van 
Leuven. Aug:153 

Gem Hunter’s Guide, by Mac- 
Fall. Aug :183 

The Distribution Revolution, by 
Walter Hoving. Dec :134 


BRIDES 


$13,000 Wedding Investment 
Pays Off Fast. Jan:52 

Find Space for a Bride’s Room! 
Mar :108 

Boom Years Ahead in Bridal 
Merchandise, by Madeline 
Love. Mar:110 

An Afternoon at Cogburn’s. 
Apr :64 

Bride-of-the-Month. May:103 

One of Every Seven Marriages 
in 1959 Was Performed in 
June. Jun:81 

Chicago Show Falters. Aug:191 

RJA Annual Convention—Adel- 
sheim Elected President. 
Sep :153 


Consultants 


$13,000 Wedding Investment 


Pays Off Fast. Jan:52 
Afternoon at Cogburn’s. Apr:- 
64 


Gifts 


Upsurge in Sterling Flatware 
Sales, by William T. Hurley, 
Jr. Jun:38 

Dinnerware, Glassware & Gifts, 
by Madeline Love. Jun:68 


Rings 
Diamonds and the Marriage 


tjoom, Directory Issue. Jun:- 
19 


BUILDING & DESIGN 


Color—a Tool for More Sales. 
Mar:72 

Quality Store, Quality Merchan- 
dise. Mar:84 

Find Space for a Bride’s Room! 
Mar:108 

$1400 for Materials. May:60 

Can Malls Save Downtown Busi- 
ness? Aug:112 

A Shop for the 60’s. Aug:134 

Bromberg’s. Aug:165 

Architectural Approach to the 
‘‘Traffic Problem.’ Nov :66 

Novel Sterling Bins. Dec :80 


ISINESS TRENDS 


“Fabulous 50’s’’ Yield to ‘“‘Sen- 
sational 60’s,’’ by Madeline 
Love. Jan:98 

Japan Typhoon Will Cause 
Pearl Shortage. Jan:116 

1960—-Appraisal Year for Credit 
Jewelry Business, by William 
Wagner. Feb:98 

Jewelers’ Target: 33 Per Cent 
Sales Gain. Mar:70 

Expanding Your Watchband 
Sales. Mar :62 

Changing Blue Collar Market. 
May :150 

Reports from Around the 
World. Sep:148 


Foreign 


1959 Watch, Diamond Imports 
Climb Above 1958 # £Totals. 
Feb :156 

Weiss Predicts Fewer Pearls, 
Higher Prices. Jun:76 

Israel Steps Up Output of Pol- 
ished Diamonds. Jun:78 

Stainless Steel Imports Show 
Large Gain in °60. Aug :200 

India Opens Drive to Start 
Watch Production. Aug :206 

Reports from Around the 
World. Nov:102 

Diamond Sales Behind: DeBeers 
to Make Grit. 

Total Swiss ate Ex 

llp in 
About Gold? 
Wemple. Dec:54 

Price of Gold Returns to Near 
Normal. Dec :90 

The Tiffany Point of View. 
Dec :134 


Statistics 


Metal prices—monthly trends 
for silver, platinum, palla- 
dium and iridium (‘State of 
the Jewelry Business’’). Jan:- 
118; Feb:156; Mar:132:; 
Apr:130; May:120: Jun:81: 
Jul:106; Aug:202: Sep:164; 
Oct :156;: Nov:112; Dec:101 


Department Store Sales 
monthly and cumulative sales 
trends for fine jewelry and 
watches, silverware and 
clocks, and costume jewelry 
(“State of the Jewelry Busi- 
ness”’). Jan:118; Feb:156; 
Mar:132; Apr:130: May:120: 
Jun:81; Jul:106; Aug:202: 
Sep :164; Oct:156; Nov:112: 
Dec :101 


Birth Statistics — monthly and 
cumulative trends (“State of 
the Jewelry Business’’). Jan:- 
118; Feb:156; Mar:132; Apr:- 
130; May:120; Jun:81; Jul:- 
106; Aug:202; Sep:164; 
Oct:156; Nov:112; Dee:101 
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Failures—monthly and cumula- 
tive trends on failures of 
cash and installment jewel- 
ers, watch repairers, whole- 
salers and manufacturers 
(“State of the Jewelry Busi- 
ness’’). Jan:118; Feb:156; 
Mar :132; Apr:130; May:120; 
Jun:81; Jul:106; Aug:202; 
Sep:164; Oct:156; Nov:112; 
Dec :101 


1959 Watch, Diamond Imports 
Climb Above 1958 Totals. 
Feb :156 

Expanding Your 
Sales. Mar :62 

Jewelers’ Target: 33 Per Cent 
Sales Gain. Mar:70 

Weddings Pick Up in ’59. Mar: 
132 


Watchband 


Pin Lever Leads 1959 Record 
Watch Imports. Apr:130 
First Quarter Diamond Sales 
Dropped. May:106 

U. S. Department of Commerce 
Jewelry Industry Segments. 
May :106 

Jewelers Paid 3.6% More Ex- 
cise Tax in 1959. May:120 

Diamonds and the Marriage 
Boom, Directory Issue. Jun:- 


59 Excise: Sales Portrait, Di- 
rectory Issue. Jun:36 

Jewelry Sales Up 3%. Jun:72 

Department Store Sales of Jew- 
elry Items. Jun:72 

One of Seven Marriages in 1959 
Was Performed in June. 
Jun :81 

Diamonds——Luxury Gift Market. 
Jul:48: Aug:126 

Japanese Tidal Wave May Boost 
Pearl Shortage. Jul:106 

Jewelry Store Sales Up 12%. 
Aug :184 

Statistics Are Conflicting. Oct:- 
156 

Reports from Around the 
World. Aug:186 

Survey Shows Disabled Are 
Earning Fair Wage. Aug:199 

Stainless Steel Imports Show 
Large Gain in °60. Aug:200 

Retail Jewelry Sales Up 3%. 
Sep :150 

First Half Watch Import Fig- 
ures Promise Another Record. 
Sep :164 

Lighter Imports in ’°60 Run 
Ahead of Last Year. Oct:154 

Rhode Island Jobs Show In- 
crease Over Last Year. Oct:- 
161 

Watch Bracelet Imports Show 
Gain in First Half. Nov:107 

Total Swiss Watch Exports 
Went Up in °59. Nov:111 

Japan Continues as Top Sup- 
plier of Imported Jewelry. 
Nov :112 

Jewelry Sales Figures Conflict. 
Dec :101 


U. S. 


‘“‘Fabulous 50’s” Yield to ‘‘Sen- 
sational 60's.” by. Madeline 
Love. Jan:98 

“‘Looking Ahead’ (Editorial). 
Jan :150 

Build Watch Sales in Today's 
Market. Feb:74 

1960—-Appraisal Year for Credit 
Jewelry Business, by William 
Wagner. Feb:98 

“1960 Will Re Better Than 
1959.”" Feb:144 

U. S. Jewelry Industry: Chang- 
ing Face. Feb:148 

MJ&SA Wants Drive Against 
Rising Imports. Feb:154 

1959 Watch, Diamond Imports 
Climb Above 1958 Totals. 
Feb :156 

Jewelers’ Target: 
Sales Gain. Mar:70 

Democrats Push for $1.25 Mini- 
mum Wage. Mar:130 

Weddings Pick Up in °59 After 
"68 Low. Mar:132 

Coming Upsurge in Sterling 
Flatware Sales. Jun:38 

Diamonds and the Marriage 
Boom, Directory Issue. Jun:- 


Per Cent 


"59 Excise: Sales Portrait, Di- 
rectory Issue. Jun:36 

Weiss Predicts Fewer Pearls, 
Higher Prices. Jun:76 

Beads Show Big Gains at Provi- 
dence Show. Jul:101 

Brilliant Future for Diamonds. 
Aug :126 

More Electric Watches Are An- 


nounced: Effect Forecast as 
“Gradual.” : 

Stainless s Show 
Large Gain in ‘*60. :200 

Low-priced Imports May Hold 
Total Sales Volume to Slight 
Increase. Aug :202 

Forecast in Bridal ‘“‘Boom’”’— 
RJ Annual Convention. 
Sep :153 

Tariff’ Commission Report 
Shows Pin-levers Lead Way 
to Record °59 Watch Sales. 
Sep :158 

Timex Executives Predict Elec- 
tric Will Lead Boom. Sep:168 

Statistics Cause Conflicts 
Among Economic Forecasters. 
Oct :156 

Retailers Expect Higher Sales 
in Last Half of 1960. Nov:101 

The “Gold Bubble” (Editorial). 
Nov :144 

Diamond Sales Behind; DeBeers 
to Make Grit. Nov:106 

Watch Bracelet Imports Show 
Gain in First Half. Nov:107 

Japan Continues as Top Sup- 
plier of Imported Jewelry. 
Nov :112 

What About Gold? by F. H. 
Wemple. Dec :54 

Price of Gold Returns to Near 
Normal. Dec:90 

Beaded Lines in Spotlight at 
United Jewelry Show. Dec :95 

MJ&SA Studies Means of In- 
fluencing Fashion. Dec :99 

Jewelry Sales Figures Conflict. 
Dec :101 

The Tiffany Point of View. 
Dec :134 


pane Wee 


CAMERAS & MOVIE KITS 


New products and promotions 
isee “They’re New” and 
‘‘Manufacturing News” in 
each of the 12 issues). 

Small Camera Sparks Sales. 
Jan:91 


CHAIN STORES 


Build Watch Sales in Today's 
Market. Feb:74 

Zale Buys Eight Olsen & 
Ebann Stores. Mar:126 

Zale Plans New Stores, Will 
Train Puerto Ricans. Apr:- 


124 
Gordon’s Will Build Five Stores 
in Puerto Rico. Apr:134 
Zale Buys Seven Stores in New 
England, New Mexico. May:- 
122 


R-KEYSTONE 
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Zale Enters Leased Jewelry De- 
partment Field. Jul:94 

Gordon’s Has 116% Growth in 
Four Years. Jul:104 

Zale Wins Antwerp Gold Medal- 
lion. Aug :197 

Zale’s semi-annual Convention. 
Sep :170 

Gordon’s Buys Shain Four-store 
Chain. Oct:163 

Rudolph Brothers Chain Adds 
Five Florida Stores. Oct:169 

Gordon’s Adds Two Texas 
Stores. Dec:110 


107 





CHINA 


New Products and Promotions 
(see “Tabletop Fashions’ in 
each of the 12 issues). 

Dinnerware, Glassware & Gifts, 
by Madeline Love, Jerry 
Gewirtz, Jan:98; Feb:132; 
Mar:110; Apr: 108: May :96; 
Jun:68: Jul:88: Aug :174: 
Sep: 1 os: Oct :136; Nov:92; 
Dec : 

New a siaaciae Plan for Place 
Settings, by Jerry Gewirtz. 
Dec :50 

Jewelers Get Bigger Slice of 
the Table Top Sales Cake. 
Dec :78 


CLOCKS 


New Products and Promotions 
(‘See “They’re New” and 

“Manufacturing News” in 
each of the 12 issues). 

Clocks Can Be Attention-get- 
ters, by Virginia Dixon. Jan:- 
56 

Watch and Clock Encyclopedia, 
by Donald deCarle, 307 pp. 
Feb :102 

oe Clocks on the Wall. 
Mar: 

Dead Walls Come to Life, Triple 
Sales. Apr:84 

Sources of Cuckoo 
May :140 

AEC Proposal Permits Tritium- 
faced Timepieces. Aug :198 


Clocks. 


History 


Clock Manor Museum Opens in 
Colorado. Oct:165 

German Clockmakers. Apr:156 

Heavenly Clockwork, by Need- 
ham, Ling, Price. May :102 


Horology 


Watch and Clock Encyclopedia, 
by Donald deCarle, 307 pp. 
Feb :102 
wngines Will Time 1960 Winter 
Olympics. Feb:146 


Selling 


Clocks Can te Attention-get- 
ters, by Virginia Dixon. Jan:- 


56 

Displaying Clocks on the Wall. 
Mar:117 

Dead Walls Come to Life, Triple 
Sales. Apr:84 


COSTUME JEWELRY 


New Products and Promotions 
(See “‘They’re New” and 

‘*Manufacturing News” in 
each of the 12 issues). 
bracelets Best Seller at United 
Jewelry Show. Jan:111 

Selling Jewelry Boxes. Feb :120 

Imperial Pearl Unveils Spring 
Collection, Replica of U. S. 
Capitol. Feb:150 

New Jewelry Echoes, ’60 Fash- 
ion Silhouettes, by Jerry Ge- 
wirtz. Mar:69 

Costume Jewelry for Traffic- 
Building. Mar :90 

Beads Show Big Gains at Provi- 
dence Show. Jul:101 

Puerto Rican Jewelry Workers 
Get Pay Hike. Jul:101 

Jewelry Fashion Week. Aug:- 
108 


Anatomy of Fall Fashion, by 
Jerry Gewirtz. Aug:110 
Jewelry Sparks the Difference. 
Sep :88 

Sales Gains in Costume Jewelry. 
Nov :102 

Japan Continues As Top Sup- 
plier of Imported Jewelry. 
Nov :112 


CREDIT 


Credit for 
Agers. Jan:: 

Buy Now, Pay Later Evokes 
Controls Talk, by William 
Wagner. Jan:60 

How Credit Men Help Retailers, 
by Irving Firstenberg. Jan :66 

Teen-Age Charge Club. Feb:43 

1960 — Year of Appraisal for 
Credit Jewelry Business, by 
William Wagner. Feb:98 


: wees ed Teen- 


Bill Would Force Seller to Ex- 
plain Credit Costs. Feb:172 

“Credit for Teen -Agers,”” by 
William Wagner. Apr:82 

Bank Credit Cards Take On 
Permanent Aspect, by Wil- 
liam Wagner. May:76 

RJA Has Tables for 4% Credit 
Charges. May:106 

Credit Charge Disclosure Law 
Would Be Unenforceable. 
May :108 

Ups & Downs of Credit Selling, 
by William Wagner. Jun :50 

RJA Says Jewelers Clearly List 
Credit Charges. Jun:76 

Consumer Credit, by William 
Wagner. Jul :56 

Federal Control for Credit Sell- 
ing? by William Wagner. 
Aug :140 

Fast-Paying Charge Accounts. 
Aug :238 

“Simple Annual Interest,’’ 
William Wagner. Sep:112 

“Douglas Bill Hassle’ — RJA 
Annual Convention. Sep:155 

Wanted! Standard Method for 
Aging Accounts, by William 
Wagner. Oct:104 

Reduce Risk in Credit Sales, by 
Marvin Rogers. Nov:52 

Credit for Teenagers? by War- 
ren B. Smith. Dee:58 


— 


DIAMONDS 


New Products and Promotions 
—(see “‘They’re New” and 
“Manufacturing News” in 
each of the 12 issues). 

The ‘Fear Block” in Diamonds, 
by Gladys B. Hannaford. 
Jan :80 

Educate the Public on Gems. 
Jan :91 


VR-KEYSEONI 


IEWELERS CIRCU! 


From Austere Dignity — to 
Friendly Charm. Feb:76 

Do-It-Yourself Diamond Mining, 
by Dr. F. H. Pough. Feb:90 

Do Your Customers Understand 
Diamond Points? by Gladys 
B. Hannaford. Feb:93 

Modernizing Old Jewelry. Feb:- 
122 

Diamond Sales Hit All-time 
High in °59. Feb:144 

New Jewelry Echoes, by Jerry 
Gewirtz. Mar:69 ’60 Fashion 
Silhouettes 

Do-It-Yourself Diamond Show, 
by Dorothy Dignam. Apr:70 

Try Satire Against ‘Bargain 
Diamonds? Apr:73 

“Gem” Factory on Route 128 
[synthetic industrial dia- 
monds], by Dr. Frederick H. 
Pough. Apr:78 

Natural Diamond Transistors. 
Apr :94 

Army and Air Force Synthesize 
Diamonds. Apr :123 

DMIAA Offers to Help Govern- 
ment Sell Confiscated Dia- 
monds. Apr:133 

Words That Sell Diamonds. 
May :70 

Diamond Sales Ist \%4 ’60. 
May :106 

Two-Carat Diamonds Sell Them- 
selves. Jun:52 

Israel Steps Up Output of Pol- 


ished Diamonds. Jun:78 

Diamonds and the Marriage 
Boom, Directory Issue. Jun :19 

Diamonds — the Luxury Gift 
Market. Jul:48; Aug:126 

Diamond Jewelry Gifts, by Vir- 
ginia Dixon. Jul:58 

Government Auctions Smug- 
gler’s Diamonds. Jul :92 

Diamond Sales Drop. Jul:92; 
Aug :184 

Diamond Buying & Selling. 
Aug :116 

$14 Million Worth of Diamonds 
Stored. Aug:184 

Diamonds Meet the Press | fash- 
ion show]. Sep :92 

U. S. Sells Surplus Gems at 
New York Auction. Aug:206 

Flowing Baguettes, by Marcé. 
Sep :105 

Diamonds and the Atom [ir- 
radiation], by Dr. J. F. H. 
Custers. Sep:106 

Lazare Kaplan Shows’ Three 
Valuable Diamonds. 

Armored Truck Brings a Soap 
Box to Winston. Sep:161 

Gems Glitter at Salzburg, by 
Marianne Ostier. Oct:88 

Diamond Sales Highest Ever, by 
Dr. George Switzer. Oct:90 

Dali Jewels on eens by Dr. F. 
H. Pough. Oct:9 

Spirit of Paris, by "Sol P. Kauf- 
man. Oct:98 

Maximize Diamond Profits, by 
Samuel Reese. Oct:102 

Artistry in Diamonds  [Dia- 
monds — International 
awards]. Nov:56 

Diamond Sales Behind; DeBeers 
to Make Grit. Nov:106 


Advertising 
Try Satire Against ‘“‘Bargain’”’ 
Diamonds. Apr:73 
Words That Sell Diamonds. 
May :70 
Ad Agency Exhibit Shows His- 
tory of DeBeers Campaign. 
Sep :159 


Appraisal 


Gem Testing, by B. W. Ander- 
son. Jan:139 


History 


Do - It - Yourself Diamond Min- 
ing, by Dr. F. H. Pough. 
Feb :90 

Do-It-Yourself Diamond Show, 
by Dorothy Dignam. Apr:70 

Gem Institute Publishes New 
Diamond Dictionary. Oct:158 


Industrial Stones 


DeBeers Makes Synthetic Dia- 
mond. Jan:108 

GE Uses Catalyst to Make In- 
dustrial Diamonds. Jan:108 

Diamond Sales Hit All-time 
High in 1959. Feb:144 

1959 Watch, Diamond Imports 
Climb Above 1958 Totals. 
Feb :156 

DeBeers Signs With Russia For 
Exported Diamonds. Mar:121 

“‘Gem’’Factory on Route 128, by 
Dr. F. H. Pough. Apr:78 

Russian Goal: 10 Million Carats 
by 1965. Apr:116 

Army and Air Force Synthesize 
Diamonds. Apr:123 

GE Makes New Diamond for 
Grinding Wheels. May:113 

Diamond Sales Drop. Jul :92 

Diamonds and the Atom. Sep:- 
06 


1 
Patents Granted GE on Artifi- 
cial Diamonds. Sep:174 
Diamond Sales Highest Ever, by 
Dr. George Switzer. Oct:90 


Jewelry 
The Religious Renaissance. 
b :66 


Do Your Customers Understand 
Diamond Points? by Gladys 
B. Hannaford. Feb:93 

Modernizing Old Jewelry. Feb:- 
122 


New Jewelry Echoes, ’60 Fash- 
ion Silhouettes, by Jerry Ge- 
wirtz. Mar :69 

A JC-K Aid in Selling Custom 
Jewelry. May:72 


Pear Shape Design — Diamond 
Jewelry, by Marcé. Jun:54 
Diamond Jewelry Gifts, by Vir- 

ginia Dixon. Jul:58 
Diamonds Meet the Press. Sep:- 
92 


Sell Watch Style, by Jerry Ge- 
wirtz. Oct:78 

Gems Glitter at Salzburg, by 
Marianne Ostier. Oct:88 

Dali Jewelers on Tour, by Dr. 
Pough. Oct:94 ‘ 

Spirit of Paris, by Sol P. Kauf- 
man. Oct:98 

Goid Goes High Fashion, by 
Jerry Gewirtz. Nov :50 

Artistry in Diamonds. Nov :56 

Fire! A New Concept. Dec :60 


Merchandising 


The “Fear Block” in Diamonds, 
a — B. Hannaford. 
Ja 

IE awesong the Public on Gems. 
an: 

How Jewelers Build Watch 
Sales in Today’s Market. Feb :- 
74 

From Austere Dignity—to 
Friendly Charm. Feb:76 

Do Your Customers Understand 
Diamond Points?, by Gladys 
B. Hannaford. Feb:93 

DMIA Has ew Forms for 
—— Transactions. Feb:- 


Dea: Yourself Diamond Show, 
by Dorothy Dignam. Apr:70 
Why Not Try Satire Against 
“Rargain’’ Diamonds? Apr:- 

73 

Windows Display Diamond 
ergs ee by Virginia Dix- 
on. Jun:4 

Two-Carat -- er Sell Them- 
selves. Jun :52 

J. R. Wood Has Plan to Stop 
Diamond Thieves. Jul:108 

Diamond Buying & Selling. 
Aug :116 


Technical 


DeBeers Makes Synthetic Dia- 
mond. Jan:10 

GE Uses Catalyst to Make In- 
dustrial Diamonds. Jan:108 

Gem Testing, by B. W. Ander- 
son. Jan:139 

Do Your Customers Understand 
Diamond Points? by Gladys 
B. Hannaford. Feb:9 

Russian Diamond Fields. Apr:- 
116 

Army and Air Foree Synthesize 
Diamonds. Apr:123 

Diamonds and the Atom, by Dr. 
g. F. Custers. Sep :106 

Painting, ‘Trradiating and Now 
—Coating, by Dr. Frederick 
H. Pough. Dec:62 


DISPLAY 


$13,000 Investment in Weddings 
Pays Off Fast. Jan:52 

Clocks Can Be Attention-Get- 
ters, by Virginia Dixon. Jan:- 


“Stagecraft for Repairs? Why 
Not Try a Little?’, by Wil- 
liam Scheibel. Jan:58 

Educate the Public on Gems. 
Jan:91 

The Religious Renaissance, 
Feb :66 

Window Display Themes for 
Symbols of Faith, by Virginia 
Dixon. Feb:73 

Does Your Service Counter Pack 
Enough Sales Power?, by Wil- 
liam Scheibel. Feb :80 

Selling Jewelry Boxes. Feb:120 

Giftwares Lure Trade. Feb:121 

Shelves That Sell. Feb:121 

Trophies on Display. Feb:122 

Promotion of Bands Can Boost 
Prestige, by Virginia Dixon. 
Mar :67 

Quality ~~ | eee Merchan- 
dise. Mar:8 

Costume - Se for Traffic- 
Building. Mar :90 

Find Space for a Bride’s Room! 
Mar :108 

Displaying Clocks on the Wall. 
Mar:11 

Easel Displays. Mar:117 

For Bigger Graduation Sales 
Try Show Window Symbol- 
ism, by Virginia Dixon. Apr:- 
68 
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Dead Walls Come to Life, 
Triple Clock Sales. Apr :84 
Diamond Jewelry Gifts, by Vir- 

ginia Dixon. Jul:58 
Windows Ring the Fashion 
Virginia Dixon. 


Friendly Service. Sep :98 

Silver Lining. Oct:128 

Dinnerware, Glassware & Gifts, 
by Jerry Gewirtz. Oct:136 

Ring Display, by Virginia Dix- 
on. Nov:54 

Architectural Approach to the 
“Traffic Problem.” Nov :66 

Display Transforms Sideline 
into Main Line. Nov:74 


Window 


Clocks Can Be Attention-Get- 
ters, by Virginia Dixon. Jan:- 
56 


“Stagecraft for Repairs? Why 
Not Try a Little?”’, by Wil- 
liam Scheibel. Jan :58 

Educate the Public on Gems. 
Jan :91 

The Religious Renaissance. 
Feb :66 

Window Display Themes for 
Symbols of Faith, by Virginia 
Dixon. Feb:73 

Giftwares Spats Trade. Feb:121 

Trophies on Display. Feb :122 

Promotion of Bands Can Boost 
+ hee by Virginia Dixon. 
Mar :6 

Soke Tool for More Sales. 
Mar :72 

Quality Store, Quality Merchan- 
dise. Mar:84 

For Bigger Graduation Sales 
Try Show Window Symbol- 
a. by Virginia Dixon. Apr:- 

Do-It-Yourself Diamond Show. 
Apr :70 

Traffic and chine from Watch- 
bands. May :6 

Display Opens ‘Ficlds for In- 
genuity, by Virginia Dixon. 
May :64 

Windows Display Diamond 
Knowledge, by Virginia Dix- 
on. Jun:48 

Diamond Jewelry for Special 
Occasions. Jul :58 

Do’s & Don’ts—, by Virginia 
Dixon. Aug:118 

Windows Ring the Fashion 
Gong, by Virginia Dixon. 
Sep :94 

Dinnerware, Glassware & Gifts. 
by Jerry Gewirtz. Sep:140: 
Nov :92 

Variation on the Christmas 
Theme, by Virginia Dixon. 
Oct :82 

Principles of Stop -and- Sell 
Window Display. Oct:84 

Become an Authority or Table 
Appointments, by Virginia 
Dixon. Dec :56 


In-Store 


Greeting Cards as Traffic Build- 
ers. Jan:48 

$13,000 Investment in Weddings 
Pays Off Fast. Jan:52 

Clocks Can Be Attention-Get- 
— by Virginia Dixon. Jan:- 


The Religious Renaissance 
Feb :6 

Service Counter Pack Enough 
Sales Power?, by William 
Scheibel. Feb:80 

Selling Jewelry Boxes. Feb:120 

Giftwares Lure Trade. Feb:121 

Shelves That Sell. Feb:121 

Color—a Tool for More Sales. 
Mar :72 

Quality Store, Quality Merchan- 
dise. Mar: 

Costume Jewelry for Traffic- 
Building. Mar :90 

Find Space for a Bride’s Room! 
Mar :108 

Displaying Clocks on the Wall. 
Mar: 

Pedestal Display. Jun:64 

A Shop for the 60’s. Aug:134 

Brombereg’s. Aug:165 

“Gifts-for-1-to-6"" Department, 
by Jerry Gewirtz. Sep:96 

Sideline Becomes Main Line. 
ov :74 

New Package Plan for Place 
Settings, by Jerry Gewirtz. 
Dec :50 

Novel Sterling Bins. Dec:80 


— 


ENGRAVING 


Club Market Natural for Ster- 
ling Hollowware. Feb:124 


ETHICS IN BUSINESS 


The “Fear Block” in Diamonds, 
by Gladys B. Hannaford. 
Jan :80 

FTC Issues Guides on “Bait Ad- 
vertising.”” Jan:114 

Looking Ahead (Editorial). 
Jan :150 

Jewelers Vigilance Committee 
Reelects Niemeyer. Feb :150 

Costume Jewelry for Traffic- 
Suilding. Mar:90 

The “Why” of Fair Prices. 
Mar:158 

Try Satire ——., 
Diamonds.” Apr: 

Teeth for the ocoetiie Law. 


‘*‘Bargain 


By. Directory 
Issue, Jan :43 
Do You Want Ethics?, by Gus 
Niemeyer. Aug:132 
Those Bootleg ‘‘Bargain’’ 
Watches (Editorial). Oct:202 


EXPORTS 


Tariff Cuts Possible on Some 
Imports, Exports. Feb:174 
U. S. Takes Action in Watch 
Conspiracy Case. May:108 
Jewelry Industry Warns Against 
More Tariff Cuts. Sep:181 
Massachusetts, Rhode Island 
Legislators Support Jewelry 

Makers. Nov:110 


a re 


FAIR TRADE 


Manufacturer Forced to Supply 
Wholesalers Selling to Price- 
Cutting Retailers. Apr:122 

Fair Trade Backers Feel Bil] 
Can Get to House Floor. 
May :104 

House Rules Committee Kills 
Chance for Fair Trade Pas- 
sage in °60. Jun:79 

U. S. Supreme Court Will Re- 
view New Jersey’s Fair Trade 
Policing Ruling. Dec :96 

General Time Wins Fair Trade 
Actions in Three States. Dec:- 
90 


FASHION 


New Jewelry Echoes, by Jerry 
Gewirtz. Mar:69 

Jewelry Fashion Week Will be 
in Early Fall. Mar:147 

Men’s Jewelry. May:54 

National Jewelry Fashion Week. 
Aug :108 

Anatomy of Fall Fashion, by 
Jerry Gewirtz. Aug:110 

Big Diamonds in Daytime Is 
New Trend in France. Aug: 

200 


Opulent Jewelry Is Fact—Not 
Forecast—for Fall. Aug:208 

Jewelry Sparks the Difference. 
Sep :88 

Diamonds Meet the Press. Sep:- 
92 


Windows Ring the Fashion 
Gong. Sep:94 

Flowing Baguettes, by Marcé. 
Sep :105 

Time to Sell _— by Jerry 
Gewirtz. Oct 

Gems Glitter iy Salzburg, by 
Marianne Ostier. Oct:88 

Spirit of Paris, by Sol P. Kauf- 
man. Oct:98 

Artistry in Diamonds. Nov:56 

Fire! A New Concept. Dec:60 

MJ&SA Studies Means to In- 
fluence Fashion. Dec :99 


FEDERAL TRADE COMMISSION 


FTC Postpones Chatham Hear- 
ing. Jan:106; Mar:122 

FTC Issues Guides in “Bait Ad- 
vertising.” Jan:114 

Trustbusters Step Up Efforts 
Against Mergers. Apr:118 
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Pin Lever with Jewels Can Be 
Called “Jeweled” Says FTC. 
May :104 

ia Spreads Its Wings. Jun: 


ae Drops “Cultured,” Will 
Try “Chatham-Created Em- 
eralds.” Jun:77 

Concerns Must Back All Guar- 
antees, FTC Warns. Jun:80 

Rules to Live By. Directory 
Issue, Jun :43 

Is ‘“‘Chatham-Created Emeralds” 
Satisfactory? Jul:94 

FTC Spells Out Jewelry Trade 
Rule. Jul:102 

FTC Reports Complaints. Aug:- 


FTC Issues Guides on Co-op 
Ads, Promotions. Aug :210 
FTC Gives Go-ahead on ‘“Chat- 
ham-Created.” Sep:174 

Three FTC Conferences Slated. 
Oct :166 

FTC Clarifies its Stand on Plat- 
ing, Guarantees. Oct:180 

FTC Will Watch Jewelers’ Cata- 
logs. Nov:101 

FTC Denied Access to Census 
Bureau Reports. Dec :90 

Bargain Prices Must be Based 
on Going Trade Area Prices. 
Dec :90 

FTC Reverses Stand on “Chat- 
ham-Created.”” Dec :92 


— oe 


GEMSTONES 


Imitation stone imports — 
monthly and cumulative 
trends, by value (“State of 
the Jewelry Business’’). Jan:- 
118; Feb:156; Mar:132; 
Apr:130; May:120; Jun: 81; 
Jul:106; Aug:202; Sep:164; 
Oct :156; Nov:112: Dec:101 
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Gem Hunter’s Guide, by Mac- 
Fall. Aug:183 

Gems Glitter at Salzburg. by 
Marianne Ostier. Oct: 

Dali Jewels on Tour, = Dr. 
F. H. Pough. Oct:94 


Cultured & Synthetic 


FTC Postpones Chatham Hear- 
ing. Jan:106; Mar:122 

1959 Imports ‘Climb Notably 
Above 1958 Totals. Feb:156 

X-Ray for ene“ by Dr. F. H. 
Pough. Apr:7 

The ‘“‘Gem“ ni on Route 
128, by Dr. F. H. Pough. 
Apr :78 

Army and Air Force Synthesize 
Diamonds. Apr:123 

oo of “Synthetic,” May :- 


GE Makes New Diamond for 
Grinding Wheels. May:113 
Ruby Used as Listening Device 
by Army Signal Corps. May :- 

114 


Chatham Drops *‘Cultured,”’ 
Will Try ‘“Chatham-Created 
Emeralds.’’ 

Is ‘‘Chatham-Created Emeralds” 
Satisfactory? Jul:94 

Birthstone Book, by Van Leu- 
ven. Aug:153 

Linde Introduces New White 
Star Stone. Aug:210 

Linde Introduces New White 


Star at RJA Show. Sep:166 
Patents Granted GE on Arti- 
ficial Diamonds. Sep:174 
FTC Gives Go-Ahead on “ 
ham-Created.”” Sep:174 
New Stars Break Tradition, by 
Dr. F. H. Pough. Nov:64 
FTC Reverses Stand on “Chat- 
ham-Created.” Dec :92 


Gemology 


The “Spanish Topaz’ Mine, by 
Dr. F. H. Pough. Jan:62 
Gem Testing, by B. W. Ander- 

son. Jan:139 
Gemcraft—How to Cut and Pol- 
ish Gemstones, by Quick & 
Leiper, 181 pp. Feb:100 
Gemstones, by G. F. Herbert- 
Smith, 560 pp. Feb:102 
Basic Books and Tools for the 
Gem Specialist, by Dr. F H 
Pough. Mar:80 
Gemmologia, by Speranza Cav- 
enago - Bignami, 1110 pp. 
Mar :119 
Gem Texts Stand Test of Time, 
by Dr. F. H. Pough. May :66 
The World of Jewel Stones, by 
Michael Weinstein, 430 pp. 
Mar :118 
Gemstones of North America, 
by John Sinkankas. Jun:110 
Sources for Jeweler Lectures, 
by Dr. F. H. Pough. Jul :66 
The Remarkable Dr. Kunz, by 
Dr. F. H. Pough. Aug:130 
New TV Star: A Jeweler. Oct:- 
100 
Gem Institute Publishes New 
Diamond Dictionary. Oct:158 
A JC-K Aid to Selling Fine 
Jewelry. Feb:106: Mar:76; 
May :72 


GLASSW ARE 


New Products and Promotions 
—(see “Tabletop Fashions” i 
each of the 12 issues). Din- 
nerware, Glassware & Gifts, 
by Madeline Love, Jerry 
Gewirtz. Jan:98; Feb:132; 
Mar :i10; May :96: 

Aug:174; 
Nov :92; 


“Fabulous 50’s” Yield to “Sen- 
sational 60’s,”” by Madeline 
Love. Jan:98 

Table-Setting Contest. May :94 

Jewelers Get Bigger Slice of the 
Table Top Sales Cake. Dec:- 
78 

New Package Plan for Place 
Settings. Dec :50 


GOLD 


New Products and Promotions 

— (see “They're New” and 
“Manufacturing News” in 

each of the 12 issues). 

New Jewelry Echoes, °60 Fash- 
ion Silhouettes, by Jerry 
Gewirtz. Mar:69 

Raise Gold Prices? Apr: 118 

Men’s Jewelry—Simple for Sum- 
mer, tame for Fall. 
May :5 

Can Gold Discolor Skin? Sep:- 
102 

Gold Goes High Fashion, by 
Jerry Gewirtz. Nov:5 

The “Gold Bubble” (price fluct- 
uation overseas). Nov:144 

What About Gold Price?, by 
F. H. Wemple. Dec:54 


GREETING CARS & GIFT WRAPS 


Greeting Cards as Traffic Build- 
ers. Jan:48 

Greeting Cards in the Jewelry 
Store. Jul:31 


itil 


IMPORTS 


Japan Typhoon Will Cause Pear! 
Shortage. Jan:116 

Russia Checks U. S. Outlets for 
Watches. Feb:144 

MJ&SA Backs Drive Against 
Using Imports. Feb:154 

Tariff Cuts Possible on Some 


103 





Imports, Exports. Feb:174 

Japan Exports More Transistors 
to U. S. Mar:121 

Pin Lever Leads Record 1959 
Watch Imports. Apr:130 

U. S. Takes Action in Watch 
Conspiracy Case. May:108 

Bulova Will Sell Japanese 
Jeweled Lever Watches in 
U. S. May:109 

Israel Steps Up Output of Pol- 
ished Diamonds. Jun:78 

Japanese Tidal Wave May 
Boost Pearl Shortage. Jul:- 
106 

Tidal Waves Bring More Woes 
to Japanese Pearl Farms. 
Aug :196 

Stainless Steel Imports Show 
Large Gain in ’60. Aug:200 

Low-priced Imports May Hold 
Sales Volume to Slight In- 
crease. Aug :202 

Tariff Commission Report Shows 
Pin-Levers Lead Way to Rec- 
ord *59 Sales. Sep:158 

First Half Watch Import Fig- 
ures Promise Another Record. 
Sep :164 

Jewelry Industry Warns Against 
More Tariff Cuts. Sep:181 

Watch Association Urges Re- 
tailers to Help Fight Smug- 
gling. Oct:149 

Lighter Imports in "60 Run 
Ahead of Last Year. Oct:154 

Fine China Guild Warns 
Against Further China Tariff 
Reductions. Oct:170 

Japan Removes Import Barriers 
on 257 Products. Nov:101 

Diamond Sales Behind. Nov:106 

Watch Bracelet Imports 
Gain in First Half. Nov:107 

Massachusetts - Rhode Island 
Legislators Support Jewelry 
Makers. Nov:110 

Japan Continues as Top Sup- 
plier of Imported Jewelry 
Nov :112 


INSTALLMENT SELLING 


(see ““Credit’’) 


— 


JEWELRY REPAIR & 
MODERNIZATION 


Modernizing Old Jewelry. Feb:- 
122 


A JC-K Aid to Selling Fine 
Jewelry. Feb:106 


ee er 


LAWS & REGULATIONS 
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Buy Now, Pay Later Evokes 
Controls Talk, by William 
Wagner. Jan:60 

FTC Issues Guides on ‘Bait Ad- 
vertising.” Jan:114 

FTC Postpones Chatham Hear- 
ing. Jan:106: Mar:122 

AEC to Test Rolex Watches for 
Radioactivity. Jan:106 

Bill Would Force Seller to Ex. 
plain Credit Costs. Feb:172 

Wage-Hour Threats (Editorial), 
Feb :194 

1960 Political Scramble: Legis- 


lative Boon to Consumer, Not 
to Business. Feb:146 

MJ&SA Calls on Industry to 
Back Drive Against Rising 
Imports. Feb:154 

1959 Watch, Diamon«. Imports 
Climb Above 1958 Totals. 
Feb :156 

Treasury Bill Would End ‘Gell- 
man’ Tax Inequity. Feb:162 

Gellman Dilemma: Extend It 
to Retailers or Revert to Pre- 
Gellman. Mar:125 

Bills Would Stiffen Design Pro- 
tection Laws. Mar:127 

Democrats Push for $1.25 Mini- 
mum Wage. Mar:130 

Teeth for the Stamping Law. 
Apr :166 

Mandatory Trade Mark With 
Quality Mark Proposed. Apr:- 
124 

Jeweled Pin-Lever Can Be 
Called “Jeweled.”” May:104 

Credit Charge Disclosure Law 
Would be Unenforceable. 
May :108 

Open Market for Silver Bill In- 
troduced. Jun:74 

RJA Says Jewelers Clearly List 
Credit Charges. Jun:76 

House Rules Committee Kills 
Chance for Fair Trade Pas- 
sage in "60. Jun:79 

House Discusses New Social Se- 
curity Motion. Jun:80 

Tax Relief in Sight for Retire- 
ment Funds. Jun:80 

Only Interstate Firms Come 
Under NLRB Wing. Jun:80 

Rules to Live By, Directory 
Issue. Jun:43 

Consumer Credit, by William 
Wagner. Jul:56 

RJA Asks for No Extension of 
Minimum Wage Law. Jul:92 

FTC Spells Out Jewelry Rules 
for Department Stores. Jul:- 
102 

FTC Reports Record Number of 
Complaints. Aug:186 

AEC Proposal Permits Tritium- 
faced Timepieces. Aug:198 

Federal Control for Credit Sell- 
ing? Aug:140 

Legislation Affecting Jewelry. 
Aug :184 

IRS Rules Excise Tax Not Due 
on Wine Cups. Aug:199 

Binocular Cases Exempt from 
Retail Excise Tax. Aug :205 

Simple Annual Interest, by Wil- 
liam Wagner. Sep:112 

‘Douglas Bill Hassle’—RJA An- 
nual Convention. Sep:155 

FTC Gives Go-Ahead on “Chat- 
ham Created.”’ Sep:174 

Watch Association Urges Re- 
tailers to Help Fight Smug- 
gling. Oct:149 

Radioactive Ruthenium Traced 
in Jewelry. Oct:154 

Support Seen Next Year for 
Department of Consumers. 
Oct :168 

“Gold Bubble.” (Editorial). 
Nov :144 

Balfour Charged With ‘Unlaw- 
ful Monopoly‘ In Civil Suit. 
Nov :107 

NRMA Spokesman Calls Excise 
Rules Inadequate. Nov:118 

FTC Will Watch Jewelers’ Cat- 
alogs. Nov:101 

NRMA Campaign Seeks to Re- 
tain Exemption. Dec :98 


— —_ 


MANUFACTURERS 


New Products and Promotions 
—-(see ‘*They’re New,’’ 
“Tabletop Fashions’’ and 
““Manufacturing News” in 
each of the 12 issues). 

Bracelets Best Seller at United 
Jewelry Show. Jan:11 

Jewelry Makers Should Remain 
Strong in 1960. Feb:144 

Manufacturers, Wholesalers Aid 
Hawaiian Jewelers. Jul:103 

Jewelry Makers Say: No More 
Tariff Cuts. Aug:198 

Massachusetts, Rhode Island, 
Legislators Support Jewelry 
Makers. Nov:110 


Watches and Clocks 
Longines Will Time 1960 Win- 


ter Olympics. Feb:146 
Hamilton Watch Sells Hatha- 
way Division. Feb:150 
Results of Guarantee Good, 
Benrus Optimistic. Feb:154 
Average Advertising Budget for 
Retail Jewelers. Mar:121 
New Haven Watch and Clock 
Closes Watchmaking Opera- 
tion. Mar:122 
Former AEC Chief Joins Bulova 


KEYSTONE 


R 


LERS CIRCUL 


* 
4 


JEWE 


as Director (Maj. Gen. Me- 
Cormack). Mar:127 
‘Golden Ones’ Results Were 
Good, say Watchmakers of 
Switzerland. Mar:137 
What’s Happening to Watch- 
maker Training? May:56 
Bulova Will Sell Japanese Jew- 
eled Lever Watches. May:109 
Bulova’s New Electronic Time- 
piece—‘“‘Accutron.” Nov :104 


Silverware 


Oneida Joins Sterling Silver- 
smiths Guild. Jan:121 

Sterling Guild Elects Denham 
Lunt President. Feb:152 

Average Advertising Budget for 
Retail Jewelers. Mar:121 

Gorham Buys Electronics, 
Bronze Foundry Firms. Mar:- 

9 


135 
Active Patterns — 1960, Direc- 
tory Issue. Jun:49 


Other Products 


FTC Postpones Chatham Hear- 
ing. Jan:106; Mar:122 

Storti Buys Hadley Corp. Mar:- 
128 


Jewelry Firms Aiding U. S. in 
Missile Race. Jun:87 

Active Stainless Flatware Pat- 
terns—1960, Directory Issue. 
Jun :61 

Ultrasonic Forms Canadian Sub- 
sidiary. Aug :200 

Linde Stars Introduces New 
White Stone. Aug:210; Sep:- 


156 

Balfour Charged With ‘Unlaw- 
ful Monopoly’ in Civil Suit. 
Nov :107 

Employees Buy Gemex. Dec :95 


MEN’S JEWELRY 


New Products and Promotions 
(see ‘“‘They’re New’ and 
“‘Manufacturing News’’ in 
each of the 12 issues). 

Men’s Jewelry Simple for 
Summer, Flamboyant for Fall. 
May :54 


MERCHANDISING TECHNIQUES 


Greeting Cards as Traffic Build- 
ers. Jan:4 

$13,000 Investment in Wedding 
Business Pays Off. Jan:52 

“Fear Block” in Diamonds, by 
Gladys B. Hannaford. Jan:80 

Small Camera Sparks Sales. 
Jan :91 

The Religious Renaissance. 
Feb :66 


Does Your Service Counter 
Pack Enough Sales Power? 
by William Scheibel. Feb :80 

Expanding Your Watchband 
Profits. Mar:62 





Basic Books and Tools for the 
Gem Specialist, by Dr. F. H. 
Pough. Mar:80 

Afternoons at Cogburn’s. Apr:- 


: “7 
Choosing Watchbands. Apr :66 
Dead Walls Come to Life With 

Clocks. Apr:84 
Dinnerware, Glassware and 

Gifts, by Madeline Love, 

Jerry Gewirtz. Apr :108 ; 

Nov :92 
Traffic & Profits From Watch- 

bands. May :62 
Words That Sell Diamonds. 

May :70 
Table Setting Contest. May :94 
Bride-of-the-Month. May :103 
Profits Aplenty From the Under 

20, by Jerry Gewirtz. Jul :54 
FTC Spells Out Jewelry Trade 

Rules. Jul :102 : 
Jewelry Fashion Week. 

108 : 
Cohen Says Jewelers Smarter 

Salesman. Aug 3193 
“Gifts -for-1-to-6" Depart- 

ment, by Jerry Gewirtz. Sep :- 

96 
Friendly Service. Sep :95 : 
Helpful Hints for More Sales. 

Sep :146 
How to Stage a Brainstorming 

Session. Oct :86 
Maximize Your Diamond Profits, 

by Samuel Reese. Oct :102 _ 
The Silver Lining | flatware dis- 

play}. Oct:128 : | 
Jewelry Store Course Scheduled 

for January. Oct:150 
New Package Plan for Place 

Settings. Dee :50 ; 
Novel Sterling Bins Solve Stor- 

age Problem. Dec :80 


Aug:- 


a 


PEARLS 


New Products and Promotions - 
(see “They’re New ss and 
‘‘Manufacturing News in 
each of the 12 issues). — : 

X-Ray for Pearls, by Dr. F. BR. 
Pough. Apr:74_ ‘ 

Weiss Predicts a on ae S, 
Higher Prices. Jun:/6 3 

JCc-K Designer’s Panel. Jul:68 


Cultured 
Japan Typhoon Will Cause 
Pearl Shortage. Jan:116 ~ 
Imperial Pearl Unveils Spring 
Collection, oe of < 
Capitol. Feb:150 
Pca: Produces Higher- 
Quality Cultured Pea rls. Mar:- 
121 
X-Ray for Pearls, by Dr. F. H. 
Pough. Apr:74 
Japanese Tidal Wave May Boost 
Pearl Shortage. Jul:106 
Tidal Waves Bring More Woes 
to Japanese Pearl Farms. 
Aug :196 


PEOPLE 


Dr. A. L. Rawlings Dies. Jan:- 
112 
Charles 
Year on 

Jan:112 

T. S. O’Connell Retires. Feb:- 
150 

Civic Leader Arthur Sundlun 
(Interesting Jewelers). Feb:- 
159 


Michael C. Fina Honored. Feb:- 
166 


Barnett Begins 50th 
Road Selling Gems. 


Toby Stern Honored by Kreis- 
ler. Mar:127 

Maj. Gen. James McCormack 
Joins Bulova. Mar:127 

James H. Napier Dies. Mar:130 

The Max Jacobs Club (Edito- 
rial). Mar:170 

Jacob Mehrlust Dies. Apr:133 

Pierrepont T. Noyes Is New 
Oneida President. May:112 

James Dickey Retires as Tif- 
fany’s Executive. May:129 

Handy & Harman Honors Gus- 
tav H. Niemeyer. Jun:79 

The Remarkable Dr. Kunz, by 
Dr. Pough. Aug:130 

Col. Henshel Honored at 70th 
Birthday Party. Aug:192 

Longines’ Heinmuller Dies. 
Aug :199 
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Morris Honored by 
Nov :116 


Norman M. 
Brandeis. 
PROMOTIONS 
Anniversary 


Made 
Feb :- 


Celebrations 


by John D. Peel. 


Anniversary 
Easy, 
100 


Fields for In- 
Virginia Dixon. 


Display Opens 
genuity, by 
May :64 

Black, Starr & Gorham on 150th 
Anniversary Has $3 Million 
Exhibit. Nov:1138 


Contests 
Sterling Silversmiths Announce 
“Graduates” Contest. Apr :126 
Table Setting Contest. May :94 
Geneva Show Will Award Prizes 
for Best Creations. Sep:182 


Product 


Switzerland 
Drive Into 
Jan:111 

Feb :- 


Watchmakers of 
Continue Quality 
Spring and Summer. 

on Men’s Rings. 


Club. Market a Natural for 
Sterling Hollowware. Feb:- 
124 

Promotion of Bands Can Boost 
a by Virginia Dixon. 
Mar: 

*( Golden "ised 
Good, Say 
Switzerland. 

Brand Name Retailer of 
Year. Apr:118 

Watchmakers' of 
Get Active 
Radio Campaign. 

Brand Name Award 
Jun:77 

Nationwide Showing Set for 
Watchmakers of Switzerland 
AWI March Watch Inspection 
Promotion. Nov :109 

Watchmakers of Switzerland 
Promotion Designed to Pro- 
mote Traffic. Dec:93 

Watch Inspection Month Plan- 
ning Started. Dec:97 

New Ring Guild Display Fea- 
tures All Birthstones. Dec :98 


Results Were 
Watchmakers of 
Mar :137 
the 


Switzerland 
Response From 
May :118 

W inners. 
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Seasonal 


May 


Men’s Jewelry. 54 
Need Distre 


Summer Ads 

Jul :60 
Christmas in July. 
Christmas Forecast. 
Variation of the 
by Virginia 


Sock. 


Jul :62 
Aug :104 
Christmas 
Dixon. 


Principles of Stop-and-Sell Win- 
dow Display. Oct:84 
Store’s Christmas Cards. Nov:- 

86 


Wedding 


“Afternoons at Cogburn’s,’’ 


Apr :64 
Dinnerware, Glassware & Gifts, 
by Madeline Love. Jun:68 
General 


“Stagecraft for 


JEWELERS’ 


Repairs? Why 


Not Try a Little?’”’ by Wil- 
liam Scheibel. Jan:58 

Educate the Public on 
Jan:91 

Quality Drive Got Wide Re- 
sponse, JIC Reports. Jan:111 

From Austere Dignity - to 
Friendly Charm. Feb:76 

Promoting Men’s Rings. Feb:- 
122 

Imperial Pear! Unveils Spring 
Collection, Replica of — 
Capitol. Feb:150 

Jewelers’ Target: 33 Per 
Sales Gain. Mar:70 

Jewelry Fashion Week Will Be 
in Early Fall. Mar:147 

For Bigger Graduation Sales 
Try Show Window Symbol- 
ism, by Virginia Dixon. Apr :- 


Gems. 


Cent 


68 
Do-it-Yourself Diamond Show. 
Apr :70 
160 Swiss Watchmakers Will 
Enter Basle Fair. Apr :136 
Jewelry Sparks the Difference. 
Sep :88 
Showtime in Dallas. 
Ad Agency Exhibit 
tory of DeBeers 
Sep :159 
‘Sterling Is for 
motion Used by 
Sep :168 
New TV Star: 
100 
Dinnerware, Glassware & Gifts, 
by Jerry Gewirtz. Oct:136 
AWI Sends “Package” Mailing 
to Membership. Oct:161 


Sep :90 
Shows His- 
Campaign. 


Pro- 
SOO. 


Graduates’ 
Over 


A Jeweler. Oct:- 


PUBLIC RELATIONS 


The ‘‘Fear Block”’ 
by Gladys  B. 
Jan :80 

Educate 
Jan:91 

JIC Lists 31 Films. 

Sources for Jeweler Lectures, 
by Dr. F. H. Pough. Jul :66 

Manufacturers, Wholesalers Aid 
Hawaiian Jewelers. Jul:103 

Why Not Sell Them What They 
Want? by Hyman Cohen. 
Aug :136 

Fast-Paying 

ug :238 

Friendly Service. Sep:98 

Information for Talks on Gems, 
by Dr. F. H. Pough. Sep:108 

New TV Star: A Jeweler. Oct:- 
100 

Your Store's 
Nov :86 


in Diamonds, 
Hannaford. 
on Gems. 


the Public 


May:111 


Charge Accounts. 


Christmas Cards. 


a Ve 


RADIOS, TV & PHONOGRAPHS 


New Products and Promotions 
(see ‘“They’re New” and 
“Manufacturing News’’ in 
each of the 12 issues). 

Japan Exports oo Transistor 
Radios. Mar: 
Rise in + aaron 
Radios. Jul:92 


"ae AM-FM 


RELIGIOUS JEWELRY 

The Religious 
Feb :66 

Window Display 
Symbols of Faith, 
Dixon. Feb:73 


Renaissance. 


Themes for 


by Virginia 


RINGS 


New Products and Promotions 
(see “They’re New” and 
“Manufacturing News’’ in 
each of the 12 issues). 

Promoting Men’s Rings. 
122 

JC-K’s Designer’s Panel. 
76: Jul:68 

Men’s Jewelry. May:54 

Radioactive Ruthenium 
in Jewelry. Oct:154 

Ring Display, by 
Dixon. Nov :54 


Feb :- 


Mar:- 


Traced 


Virginia 


a Sie 
SALES TRAINING 


How to Hire Train Your 


and 
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Teen-age Help. Feb:96 
Which Pay Plan Works Best 
for Jewelry Salespeople. Apr :- 
60 
Dinnerware, Glassware & Gifts, 
by Madeline Love. Jul:88 
Helpful Hints for More Sales. 
Sep :146 


SILVER 


Yield to ‘“‘Sen- 
Madeline 


“Fabulous 50’s 
sational 60's,” by 
Love. Jan:98 

Oneida Joins 
smiths Guild. Jan: 

Club Market a ~ Ae for 
Sterling Hollowware. Feb:124 

Silver Used in Arts Jumps 13 
Per Cent. Feb:144 

Hollowware & Flatware Should 
Increase 5 Per Cent. Feb:144 

Staging a Table-setting Con- 
test. May :94 

Upsurge in Sterling Flatware 
Sales, by William T. Hurley, 
Jr. Jun:38 

Dinnerware, Glassware & Gifts, 
by Madeline Love. Feb:132: 
Mar:110; Jun:68 

Bill for Free Market for Silver. 
Jun:74 

Active Flatware Patterns, 
Directory Issue. Jun:49 

Tiffany Develops Tarnish-proof 
Coating for Sterling. Sep:157 

‘Sterling Is for Graduates’ Pro- 
motion Seen by Over 800. 
Sep :168 

“New Look’ Possible When Con- 
test Winners Named. Sep:174 

The Silver Lining (flatware dis- 
play). Oct:128 

Tarnish-Stopping ‘Skin’ Created 
for Hollowware. Oct:154 

Sterling Design Contest Win- 
ners. Nov:108 

New Package Plan for Place 
Settings, by Jerry Gewirtz. 
Dec :50 

Hollowware Designs for 
Dec :81 

Novel Sterling Bins Solve Stor- 
age Problem. Dec:80 


a Silver- 


1960, 


Today. 


STAINLESS 


New Products and Promotions 
(see “‘Tabletop Fashions” and 
“*Manufacturing ews” in 
each of the 12 issues). 

Active Flatware Patterns 
Directory Issue. Jun:61 

Why Not Sell What 
Want? by Hyman J. 
Aug :136 

Stainless Steel Imports Show 
Large Gain in °60. Aug:200 

Stainless Comes of Age. Sep:- 
138 


STORE MANAGEMENT 


1960, 


They 
Cohen. 


Does Your Service Counter 
Pack Enough Sales Power? 
by William Scheibel. Feb:80 

That New Line—Shall We Take 
It On? Mar:86 

Brainstorming: a Way to Solve 
Problems. Oct:86 

Jewelry Store Course Scheduled 
for January. Oct:150 

Reduce the Risk in 
Sales. Nov :52 


Credit 


Accounting & Finance 


Credit Men Help Retailers, 
Jan :* 


How 
by Irving Firstenberg. 
66 

Does Your Service 
Pack Enough Sales Power? 
by William Scheibel. Feb:80 

Which Pay Plan Works Best for 
Jewelry Salespeople? Mar :60 

Bank Credit Cards Take on Per- 
manent Aspect, by William 
Wagner. May:76 

Ups & Downs of Credit Selling, 
by William Wagner. Jun:50 

Faster-Paying Charge Accounts. 
Aug :238 

Standardized Method for Aging 
Accounts. Oct:104 

Small Business Administration 
Publishes Guides for Profit 
Planning. Nov:101 


Counter 


Buying 


That New Line—Shall We Take 


It On? Mar:86 


Choosing Watchbands. Apr :66 


Inventory 


That New Line—-Shall We Take 
It On ? Mar :86 

Don’t Understate Inventory. 
Aug :186 

Maximize Your Diamond Prof- 
its, by Samuel Reese. Oct:102 


cilia 


TARIFFS 


MJ&SA Wants 
Rising Imports. 

1959 Watch, Diamond 
Climb Above 1958 
Feb :156 

Tariff Cuts Possible 
Imports, Exports. Feb:174 

Jewelry Makers Say: No More 
Tariff Cuts. Aug:198 

Tariff’ Commission Report 
Shows Pin-levers Lead Way 
to Record °59 Sales. Sep:158 

Jewelry Industry Warns 
Against More Tariff Cuts. 
Sep :181 


Drive Against 

Feb :154 

Imports 
Totals. 


in Some 


YSTONE 


+ 
7 
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China Guild Warns 
Further China Tariff 
Oct :170 

Rhode Island 
Support Jewelry 
7110 


Fine 
Against 
Reductions. 

Massachusetts, 
Legislators 
Makers. Nov 


TAXES 


Excise Tax Collections—trends 
on Amounts Collected, Noted 
Quarterly (“State of the Jew- 
elry Business’’). Jan:118; 
Feb:156; Mar:132; Apr:130; 
May:120; Jun:81; Jul:106; 
Aug :202; Sep:164; Oct:156; 
Nov:112; Dec:1!?1 

Cut Real Estate Taxes on Poor 
Downtown Areas? Jan:112 

Social Security Growth May 
Mean Higher Taxes. Jan:118 

Legislative Boon to Consumer 
Not Business. Feb:146 

Government Crackdown on Tax 
Evasion Speeded. Apr:118 

Social Security Tax May Come 
Quarterly. May:122 

State Has Right to Tax “Out- 
of-State” Firms. May :126 

House Discusses New Social Se- 
curity Motion. Jun:80 

Tax Relief in Sight for Retire- 
ment Funds. Jun:80 

Computing State and 
Sales Taxes (price tables), 
rectory Issue. Jun :26 

Decision on Revolving Credit 
Taxes. Nov:102 


Local 
Di- 


Excise 


RJA Will Back Excise Tax Re- 
peal Drive. Jan:106 

Legislative Boon to Consumer, 
Not Business. Feb:146 

Treasury Bill Would End ‘Gell- 
man’ Tax Inequity. Feb:162 

Gellman Dilemma: Extend it to 
Retailers or Revert to pre- 
Gellman. Mar:125 

Tax Changes Being Pondered in 
Congress. Apr:118 


105 





Proposed Change on Scouting 
Jewelry. Apr:118 

Proposed Change on Cigarette 
Lighter Excise. Apr:118 

Jewelers Paid 3.6% More Ex- 
cise Tax in 1959. May:120 

Slim Chance for oo of Ex- 
cise Tax. Jun: 

Excise Tax Does Not Apply to 
Labor Charges. Jun:80 

Special Packing Charge Is Sub- 
ject to Excise. Jun:95 

"69 Excise: Sales Portrait, Di- 
rectory Issue. Jun:36 

Let States Collect Taxes. Jul:- 
92 

More Equitable Depreciation 
Laws. Aug:! 

Legislation Affects Jewelry. 
Aug :184 

State of the Jewelry Business. 

:202 
Rules Excise Tax Not Due 

on Wine Cup. Aug:199 

Binocular Cases Exempt From 
Retail Excise Tax. Aug:205 

Gellman Test Case. Oct:146 

Gellman Decision Soon? Sep:- 
212 

Retailers Excise Tax Covers 
Gold -plated Flatware and 
Hollowware. Oct:171 

NRMA Spokesman Calls Excise 
Rules Inadequate. Nov:118 

ie yng ed General Files 
Reply in Gellman Case. Dec:- 
90 


TEEN-AGE MARKET 


Credit for Employed Teen-agers. 
Jan :37 

Teen-age Charge Club. Feb:43 

How to Hire and Train Your 
Teen-age Help. Feb :96 

Credit for Teen-agers, by Wil- 
liam Wagner. Apr:82 

Profits Aplenty from the U or 
20, by Jerry Gewirtz. te 

Catch "em Young’ wJA An- 
nual Convention. Sep:155 

Million Teen-age Girls Expect 
Gift Typewriters. Nov:101 

Credit for Teen-agers? by War- 
ren B. Smith. Dec:58 


TRADE-INS 


Build Watch — in Today’ 

Market. Feb:7 inti 
Service Counter — Enough 
Sales Power? by William 
Scheibel. Feb:80 


TROPHIES 


New Products and Promotions— 
(see ‘““‘They’re New” and 
‘‘Manufacturing News’’ in 
each of the 12 issues). 

Trophies on Display. Feb:122 

Club Market a Natural for 
Sterling Hollowware. Feb: 
124 

Sideline Becomes Main Line. 
Nov :74 


WATCH ATTACHMENTS 


Service Counter Pack Enough 
Sales Power? by William 
Scheibel. Feb :80 

Expanding Your Watchband 
Sales (survey showing jewel- 

volume in watchbands). 
Mar :62 

Promotion of Bands Can Boost 
Prestige, by Virginia Dixon. 
Mar :67 

Choosing Watchbands (survey, 
showing jeweler controls cus- 
tomer’s price and brand 
choice). Apr :66 

Traffic & Profits from Watch- 
bands. May :62 

Watch Bracelet Imports Show 
Gain in First Half. Nov:107 


WATCHES 


New Products and Promotions— 
(See ‘“They’re New,” and 
“Manufacturing News” in 
each of the 12 issues). 

Watch imports—trends by num- 
ber of jewels and by monthly 
and cumulative volume 
(“State of the Jewelry Busi- 
ness”). Jan:118; Feb:156: 
Mar :132; Apr:130; May:120;: 
Jun:81; Jul:106; Aug:202: 
Sep :164; Oct:156; Nov:112; 
Dec :101 


“Stagecraft for Repairs?’ Why 
Not Try a Little? by William 
Scheibel. Jan:58 

AEC to Test Watches for Radio- 
activity. Jan:106 

Special Tools for Waterproof 
Cases, by Henry B. Fried. 
Jan :136 

Radioactivity in Watch Dials 
(‘Dangerous Dials?’’). Jan:- 


140 

Build Watch — in Today’s 
Market. Feb:7 

Service Counter “Pack Enough 
Sales Power? by William 
Scheibel. Feb :80 

Watch and Clock Encyclopedia, 
by Donald deCarle, 307 pp. 
Feb :102 

Paradoxes in Watch Case Con- 
densation, by Henry B. Fried. 
Feb :180 

Return Rate of Jeweled 
Watches. Feb:184 

Variations in Rates of Watches 
(‘Four Questions’’). Feb:184 

Films for Watchmakers. Feb:- 
186 


1959 Watch, Diamond Imports 
Climb Above 1958 Totals. 
Feb :156 


; 
: 


\R-KEYSTPONI 
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New Jewelry Echoes °60 Fash- 
ion Silhouettes, by Jerry Ge- 
wirtz. Mar:69 

Waterproofing Tips, Condensa- 
tion Cures, by Henry DB. 
Fried. Mar:156 

Why Thunderstorms Break 
Mainsprings. Mar:160 

Pin Levers for Jewelers? Mar:- 
50 

A New Concept in Watch 
Trains, by Henry Fried. Apr: 
152 

Pin Lever Leads 1959 Record 
Watch Imports. Apr:130 

Pin Lever With Jewels Can Be 
Called ‘‘Jeweled’”’ says FTC. 
May :104 

Eternamatic ‘‘Dato’’ by Henry 
Fried. May:136 

U. S. Takes Action in Watch 
Conspiracy Case. May:108 

Bulova Will Sell Japanese Jew- 
eled Lever Watches in U. S. 
May :109 

Watch for Right Wrist. Jun:35 

The Pear Shape in Fine Jewelry 
Design. Jun:54 
he Unique Tourbillon, by 
Henry Fried. Jun:104; Jul:- 
122 

Russia Has Solar Watch. Jul :94 

Nearly All Major Firms Pro- 
duce Electronic of Electric 
Watches. Jul:95 

Sell What They Want, by 
Hyman Cohen. Aug:136 

More Electric Watches Are An- 
nounced. Aug:193 

FHF Calibre 65, by Henry 
Fried. Aug :226 

AEC Proposal Permits Tritium- 
faced Timepieces. Aug:198 

Swiss Establish Watch Quality 
Control Centers. Aug :210 

Hamilton Considering Expan- 
sion. Sep:148 

Tariff’ Commission Report 
Shows Pin-Levers Headed for 
Record in ’°59 (import, do- 
mestic production and sales 
data). Sep:158 

First Half Watch Import Fig- 
ures Promise Another Record. 
Sep :164 

Timex Executives Predict Elec- 
tric Will Lead Boom. Sep:168 


Time to Sell Style, by Jerry 
Gewirtz. Oct:78 

Those Bootleg ‘‘Bargain’’ 
Watches (Editorial). Oct :202 

Watch Association Urges Re- 
tailers to Join Fight Against 
Watch Smuggling. Oct:149 

Radioactive Ruthenium Traced 
in Jewelry. Oct:154 

Bulova’s Electronic ‘“‘Accutron,”’ 
by Henry Fried. Nov:132 

Bulova’s New Electronic Time- 
piece. Nov:104 

Bulova’s Electronic ‘‘Accutron,”’ 
Part II. Dec:120 


History 


Films for Watchmakers. Feb: 
186 


Serial Numbers of All Waltham 
Watches. Sep:204 

Clock Manor Museum Opens in 
Colorado. Oct:165 

Bulova’s Electronic ‘“‘Accutron.”’ 
Nov :132 


Horology 


Special Tools for Waterproof 
Cases. Jan:136 

Watch and Clock Encyclopedia, 
by Donald deCarle. 307 pp. 
Feb :102 

Longines Will Time 1960 Win- 
ter Olympics. Feb:146 

Paradoxes in Watch Case Con- 
densation. Feb:180 

Waterproofing Tips, Condensa- 
tion Cures. Mar:156 

A New Concept in Watch 
Trains, by Henry Fried. Apr:- 
152 

Eternamatic ‘‘Dato,”” by Henry 
Fried. May :136 

The Unique Tourbillon, by 
Henry Fried. Jun:104 

How Electric and Electronic 
Watches Work. Jul :96 

FHF Calibre 65, by Henry 
Fried. Aug :226 

Swiss Establish Watch Quality 
Control Center. Aug :210 
jrake Springs for Automatic 
Watches. Sep:198; Part II, 
Oct :188 

3ulova’s Electronic ‘‘Accutron,” 
by Henry Fried. Nov:132 

Bulova’s New Electronic Time- 
piece—‘‘Accutron,”” by Henry 
Fried. Nov:104; Part II, 
Dec :120 


Repair & Servicing 


“Stagecraft for Repairs? Why 
Not Try a Little?, by Wil- 
liam Scheibel. Jan:58 

Special Tools for Waterproof 
Cases, by Henry B. Fried. 
Jan :136 

Service Counter Pack Enough 
Sales, by William Scheibel. 
Feb :80 


and the jeweler 


JEWELERS CIRCULAR-KEYSTONI 


Paradoxes in Watch Case Con- 
densation, by Henry B. Fried. 
Feb :180 

Variations in Rates of Watches 
(“Four Questions’’). Feb:184 

Waterproofing Tips, Condensa- 
tion—Cures, by Henry 
Fried. Mar:156 

Why Thunderstorms Break 
Mainsprings. Mar:160 


Russia Develops New Watch 
Oil. Mar:121 

Traffic & Profits from W atch- 
bands. May :62 
Brake Springs for Automatic 
Watches, by Henry Fried. 
Sep :198 

Mainspring Brake a by 
Henry Fried. Oct:1 


Selling 
Ask About Award Watches. 


Feb :36 
Zuild Watch Sales in Today’s 
Market. Feb:74 
Time to Sell Watch Style, by 
Jerry Gewirtz. Oct:78 


WATCHMAKERS & WATCH- 
MAKING 


Bradley & Elgin Plan to Close 
Watchmaking Schools. Jan:- 
106 

Short History of AWI. Jan:140 

AWI Extends Charter Member 
Drive. Jan:112 

Dr. Arthur L. Rawlings, Bulova 
Engineer, Dies. Jan:112 

Special Tools for Waterproof 
Cases. Jan:136 

— for Watchmakers. Feb: 


18 

AWI Charter Membership 
Passes 1400 Mark. Feb:147 

Bradley Plans to Close Hor- 
ology School in 1961. Feb:- 
162 

Plea for Elgin School. Mar:31 

Bowman School Continues. 
Mar :32 

What’s Happening to Watch- 
maker Training? May:56 

HIA & UHAA Now AWI. Jun:- 


42 
The Unique Tourbillon, by 
Henry Fried. Jun:104; Jul:- 


Directory of Trade Schools. Di- 
rectory Issue. Jun:24 

Watchmakers Paid Too Little? 
Jul:134 

Take Certification Test, AWI 
Treasurer Urges. Sep:160 

Bulova’s Electronic “‘Accutron,”’ 
by Henry Fried. Nov:132 

Bradley Horology School Closes. 
Dec :40 

Elgin Observatory Given to 
School System. Dec:103 


WHOLESALERS 


Bracelets Best Seller at United 
Jewelry Show. Jan:111 

Treasury Bill Would End ‘‘Gell- 
man” Tax Inequity. Feb :162 

Gellman Dilemma: Extend it to 
Retailers or Revert to pre- 
Gellman. Mar:125 

Manufacturer Forced to Supply 
Wholesalers Selling to Price- 
Cutting Retailers. Apr:122 

NWJA Condemns Direct Sell- 
ing, Debate Sales Quotas. 
Jul :99 
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How to Be in Business—Five 
Years Hence. Jul:100 

Manufacturers, Wholesalers Aid 
Hawaiian Jewelers. Jul:103 

Sell What They Want, Hyman 
Cohen. Aug :136 

State of the Jewelry Business. 
Aug :202 

Developments in 
Test Case. Oct:14 


‘‘Gellman” 
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No. 4083, Battery, $50 


414%e"xll% No. 4181 


No. 4189, 
8-Day, $35 
18” dia. 


No. 4082, Battery, $35; 


ee eed?” NOW YOU CAN PLEASE 
ALL OF THE PEOPLE 
ALL OF THE TIME!!!!! 


NEW FOR ‘61! 


We've rot You covered ' Now Vou 

can offer your customers the 

wide ST choice possible In the fie ld 

—over 30 elegant creations 1n all 

stvle categories — Early Amer 

can, Traditional, Danish Modern 
rand Contemporary — either with 
| battery-powered or 8-day guar 
ianteed. jeweled movements 

Whatever she can afford to spend 

as little as $19.95 or as much as AA 

$110.—she'll find just what she No. 4185, 
had in mind, in a Syroco clock "pm Battery, $40; 
All in all — this is merchandise No. 4188, 
you can mou at a full mark-up 8-Day, $35 
every fime 30°°x15” 


No. 4180, permanent 
Battery, $40 CHICAGO: 
30°’x15"’ NEW YORK: 225 
LOS ANGELES: | 
DALLAS: | | 
HIGH POINT 
SEATTLE: PNW Mart, 121 Boren N 
WRITE FOR 1961 CATALOG 
ao n = = Y Har ; \" | ae 
No. 4182, Battery, Se. VERE SURE Mener ity Wee 
20” dia. 


4 _ No. 4187, 
Trot $19.95 SYRACUSE ORNAMENTAL Co., INC. 
V4 Dept. J11 + SyRacuse 2, N. Y. 














No. 4186, 
Battery, $40 
29%2"'x8"’ 
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U.S. Time introduces its Timex Electric, 
model with 11 jewels to sell for $29.95 


U. S. Time Corp. enters the elec- 
tric watch field this month with a 
model retailing for $29.95. 

Other Swiss and American made 
electric watches now on the market 
carry retail prices from around $70 
up. 

U. S. Time Corp.’s first entry 
into the “unconventional” watch 
field has an 11-jewel movement de- 
signed to run for “at least one 
year’’ on power supplied by a re- 
placeable cell. 

Called the Timex Electric, the 
watch is waterproof and shock re- 
sistant and has a jump second 
hand. 

It will be available in three 
retailing at the same 
price, in chrome, yellow top or 
yellow top with a yellow sunburst 


styles, all 


dial. 

Distribution is scheduled for 
early January. As is the case with 
other Timex models, the Timex 
Electric will be sold through drug, 


tobacco, department and variety 


& 
LOW-PRICED ELECTRIC: U. 5S. 
Time Corp.’s entry in the electric 
watch field is this waterproof, shock 


resistant model which will sell for 


$29.95. 
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stores, as well as in the regular 
jewelry store outlets. 

Initially, the firm is marketing 
only a man’s model of the watch. 
No ladies’ electric watch has yet 
been announced by any watch man- 
ufacturer. 

Robert E. Mohr, sales vice-presi- 
dent, told JC-K last summer that 
U. S. Time was planning to intro- 
duce both an electronic and an elec- 
tric watch in 1961, developed after 
some four or five years of research. 

The Timex Electric is manufac- 
tured at U. S. Time’s plants in 
Germany. 

Mohr predicted the company 
would “sell hundreds of thousands’’: 
of the new watch in the next sev- 
eral months. Major promotional 
efforts for the new watch will be- 
gin in February on television 
“spectaculars” sponsored by U. S. 


Time. The extent of the promo- 
tional effort will depend on the 
market demand for the new time- 
piece. 

Mohr called the Timex Electric a 
major break-through in providing 
highly accurate watches at prices 
within the means of most people. 

“A great new market looms for 
the watch industry,” Mohr said. 
“We’re poised in the same position 
as the television industry when it 
was able to produce sets at popular 
prices.”’ 

The mainspring and about one- 
third of the conventional watch 
parts are eliminated in the new 
model by transmitting its power 
directly to the balance wheel. 

The company said constant force 
on the balance wheel assures 
greater accuracy than with spring 
power. 

The watch gets an electrical im- 
pulse on each of six beats per sec- 
ond. It has 21,600 beats per hour 
in comparison with the conven- 
tional watch beat of 18,000 per 
hour. 


Generous response by firm’s customers 
Staves off failure for silver company 


A last-ditch effort to save a New 
England silver manufacturer from 
liquidation has brought to light a 
seldom seen side of the business 
world—characterized by generosity 
and sympathy for an ailing friend. 
The Ellmore Silver Co. of Meriden, 
Conn., with its back to the financial 
wall, turned to the only resource it 
had remaining, a reserve of loyalty 
and goodwill among its customers 
and employees built up during its 
vears of business. 

The response was heartwarming. 
The result: Although, as of late 
December, the company’s future 
was still uncertain, the last minute 
appeal for help had apparently 
staved off complete failure of the 
business and held out hope that Ell- 
more would continue to function in 
the silver industry. 

Founded in 1934, the company 


in 1938 purchased two of the old- 
est firms in the trade, the Frank 
M. Whiting & Co., which dates 
from 1840, and W. and S. Blackin- 
ton Co., established in 1865. Both 
are still operated as divisions of 
Ellmore. 

Ellmore’s sales climbed steadily 
to a peak of more than $5 million 
in 1950. Then increased competi- 
tion and rising production costs 
caused sales to slide to $2.2 mil- 
lion by 1959. Economy measures 
instituted this year were defeated 
by a flu epidemic in March which 
seriously curtailed production and 
caused cancellation of many or- 
ders on the books. 

At a meeting of creditors in 
May the Ellmore management 
asked for and received a morato- 
rium on its outstanding obligations. 
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THE CHECKS ROLL IN: Bruin T. Lipman, president of The Ellmore Silver 
Co., Inc., keeps track of early returns in “Operation Collection,” the last-ditch 
effort of the firm to keep from going out of business. 


Lack of operating capital, how- 
ever, brought a steadily worsen- 
ing fiscal situation. 


President Devises Plan 

The action which may have 
breathed new life into the dying 
firm was termed “Operation Col- 
lection.” The plan was devised by 


Ellmore’s president, Bruin T. Lip- 
man, on Nov. 22, when the com- 


pany’s. situation looked almost 
hopeless. 

Only a few days of the mora- 
torium remained. A reduction in 
finished goods inventory had re- 
sulted from the requirement of 
cash purchases during the mora- 
torium. 

When a five-man management 
team, formed in September to 
guide the company back to finan- 
cial health, was unable to agree 
on operating conditions, the com- 
pany’s creditors called for liqui- 
dation on Dec. 9. 

Thus on Nov. 22 about one-half 
of the firm’s receivables were 
pledged as collateral against bank 
notes; incoming orders had to be 
returned to customers unfilled; 
some 175 employees had to be in- 
formed they would be without a 
job just before Christmas. 

Lipman’s only hope was a 
“crash program” to collect about 
$600,000 owed Ellmore by almost 
2000 accounts. If this could be 
done before Dec. 9, the bank notes 
could be paid off and enough capi- 
tal would remain to operate the 
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business—if the creditors could 
be persuaded to reconsider their 
decision. 

The next morning every gir! in 
the office went to work on “Opera- 
tion Collection.” A card was pre- 
pared for each account, with bal- 
ances posted regardless of when 
payment was due. Lipman tele- 
phoned each of the firm’s 15 sales- 
men, explained the situation and 
instructed them to call on every 
account and ask for immediate 
remittance of all outstanding bal- 


ances. The account cards were 
mailed to the sales force the next 
day, and a follow-up letter went 
to all customers asking their co- 
operation. 

sy Nov. 28, the checks began to 
arrive, along with good wishes 
and the moral support of Ell- 
more’s customers. 

By the Dec. 9 deadline more 
than $350,000 was collected, and 
with it, came hundreds of letters 
of encouragement. 

For example: 

“... We sincerely trust you will 
be able to continue and that your 
plea will be heeded by your many 
friends. We contend you are a 
much needed segment of our in- 
dustry.”—McLaughlin’s Jewelers, 
Urbana, Ohio. 

“... If it will be of help to you 
—we will forward a check for 
$500 to apply against future or- 
ders for merchandise.’—Graubart 
& Sons, Schenectady, N. Y. 

“.. Best of luck and hope we 
will continue to do business with 
you for many years to come.’”— 
Samuel Phillips, Inc., Stamford, 
Conn. 

Despite the near certainty that 
the firm might be out of business 
within two weeks, not a single 
employee quit. Instead, many 
workers in the plant and office 
suggested that they be allowed to 
work extra hours without pay to 





A WEDDING GIFT FIT FOR A QUEEN: This platinum necklace—which can 
also double as a diadem—was made as a wedding gift for H.M. Queen Fabiola 
on the occasion of her marriage last month to King Baudoin of Belgium. 
Although the weight and value of the piece must be kept secret, according 
to court etiquette, Wolfers Freres of Brussels, who made the necklace, could 
reveal that it is set with 205 brilliant cut diamonds and seven groups of 


three pear cut diamonds each. 
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help fill customers’ orders. 

Thirty-eight creditors attended 
the Dec. 9 meeting. Lipman ex- 
plained that the cash accumulated 
through “Operation Collection” 
would soon liquidate Ellmore’s 
obligations to the banks. The 
creditors were shown the letters 
of encouragement sent by the 
firm’s customers. They decided to 
let operations go on until Dec. 
23, the date when the company 
would normally close for inven- 
tory until after the first of the 
vear. 

KE llmore’s management came out 
of the Dec. 9 meeting optimistic 
that the evidence of customer 
goodwill and employee loyalty 
demonstrated by “Operation Col- 
lection” would lead to successful 
arrangements for the company to 
continue operations in the new 
year. 

The success of the plan raised 
hope that outside capital might 
be attracted to put the firm back 
on its feet. 

A company spokesman pointed 
out that many of the creditors 
themselves were anxious to see 
Ellmore continue operations. 
Many creditors had sold more 
goods to the company for cash 
during the moratorium than is 
owed them. They would like to 
retain a good customer for their 
merchandise and services. 

Although the final outcome of 
the Ellmore story was still in 
doubt, the response received from 
customers and employees during 
its hour of need is a success story 
in its own right. 





DESIGNER ON TV: Erwin Pearl of 
New York, a 1960 Diamonds Inter- 
national Award winner, shows one of 
his prize-winning designs on the NBC 
television show, “Play Your Hunch.” 
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Window card approved 
for watch promotion 


TCH IWgp, 


Stop in Today 
For Your 


PROFESSIONAL 


foliage Mitts) lailels 


FOR THE WINDOW: This official 
window card for Watch Inspection 
Month will be sent out to the industry 
in February. The 8 x 10 inch card 
is printed on glossy cardboard in 
black, blue, yellow and red colors. 


Promotional materials for Watch 
Inspection Month are being pre- 
pared for February mailing by the 
Americiun Watchmakers Institute, 
sponsors of the nationwide pro- 
gram slated for March, 1961. 

Richard A. Robbins, chairman of 
the Watch Inspection Month com- 
mittee, said the committee had ap- 
proved an official window card to 
be sent to watchmakers and jewel- 
ers throughout the country next 
month. 

The window card, 8 x 10 inches 
in size, is made of glossy cardboard 
stock. It is printed in black, yel- 
low, red and white on a blue back- 
ground. 

‘*Every watchmaker/jeweler 
should plan now to participate in 
the program during March, which 
will consist of two major parts 
—(l) proper and adequate servic- 
ing of a quality watch and (2) 
owning or purchasing a quality 
watch,” Robbins said. 

He pointed out that scheduling 
the promotion for the entire month 
of March is ideal timing. 

“A large number of quality 
watch manufacturers and suppliers 
to the industry have indicated their 
interest in the program,” Robbins 
said, “and will feature it in their 
advertisements in consumer publi- 
cations, in the trade press, and in 
their regular radio and TV pro- 


grams, calling attention to Watch 
Inspection Month.” 

Cooperating with AWI in the 
WIM promotion are the Jewelry 
Industry Council, the Retail Jewel- 
ers of America, and the Watch Ma- 
terial Distributors Association of 
America. 


International Silver buys 
wire manufacturing firm 


International Silver Co. of Meri- 
den, Conn., has purchased the as- 
sets of Eastwood-Nealley Corp., a 
wire manufacturing firm in Belle- 
ville, N. Y. 

Craig D. Munson, president of 
International, said the acquisition 
was another step in the silver com- 
pany’s diversification program, de- 
signed to broaden the base of its 
business. 


Former head of Chilton, 
Joseph Hildreth, dies 


Joseph S. Hildreth, 82, retired 
chairman of the board of Chilton 
Co., publishers of JEWELERS’ CIR- 
CULAR-KEYSTONE and 18 _ other 
business publications, died Dec. 14. 

Hildreth was president of the 
firm from 1945 to 1955, and served 
as chairman from 1955 until his 
retirement about two years ago. 

He became a Chilton vice-presi- 
dent and head of its automotive 
division in 1924. 


THE OPALITE “FAMILY”: Mare 
Stonberg, the third generation of the 
family to enter the firm of Opalite, 
Inc. of Philadelphia, looks over the 
shoulder of his father, Samuel Ston- 
berg, Opalite founder, whose father, 
William, is also active in the busi- 
ness. 
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JEWELER A WINNER IN REMINGTON RAND CONTEST: This window 
display by Ed Tigges, a San Francisco jeweler, was picked as one of the 10 
most “original, imaginative and attention arresting” displays tying in with the 
Remington Rand Portable Typewriter Division’s nationwide promotion, “Be a 
Hit At School.” Tigges’ award was an RCA stereophonic phonograph. 


Trade Commission gives jewelry groups 
interpretation of ‘reduced price’ situations 


The Jewelers Vigilance Commit- 
tee has received an interpretation 
from the Federal Trade Commis- 
sion of certain aspects of the 
FTC’s Guides Against Deceptive 
Pricing. 

The JVC, with the cooperation 
of the Retail Jewelers of America, 
Inc., sought clarification of the 
Commission’s rules concerning ad- 
vertising by retailers of reduced 
sales of jewelry. 

In a letter to P. Irving Grinberg, 
executive vice chairman of the 
JVC, William D. Dixon, legal ad- 
visor on guides for the FTC, dis- 
cussed three “reduced sale” situa- 
tions for which an interpretation 
had been requested. 

The situations, and Dixon’s an- 
swers, were: 

1) Reduced sale of stock items 
—some of which have been pre- 
viously sold by the retailer. 

FTC’s answer: “This is the nor- 
mal situation in which the retailer 
would be able to justify representa- 
tions of a reduction from his own 
former prices. This, of course, is 
on the understanding that the prior 
sales were made in the recent, reg- 
ular course of the retailer’s busi- 
ness, within the meaning of Guide 
I(c) and that more than infre- 
quent or isolated sales were made. 

“If the retailer has made sub- 
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stantial sales in the recent, reg- 
ular course of his business, he is 
then, of course, entitled to conduct 
sales in which his former prices 
are described as ‘Regularly,’ ‘For- 
merly’ or other terms indicative of 
reduced selling prices.” 


Second Question More Complex 


2) Reduced sale of stock items 


—previously offered for sale, but 
none of which had been sold. 

FTC’s answer: “This presents a 
more difficult situation and one 
which has been the source of much 
misunderstanding. We have found 
when dealing with other industries 
that many retailers are accustomed 
to thinking of ‘price,’ as used in 
the Guides, in terms of their offer- 
ing prices which are determined 
by adding their ‘normal mark-up’ 
to their cost. 

“While this may very well be 
accepted business terminology, it 
does not accord with the Commis- 
sion’s definition of the word, which 
we believe consumers understand 
to mean the figure at which actua! 
sales were made. In other words, 
our definition of the word is ob- 
jective and based upon selling 
prices. It does not recognize such 
subjective factors as a retailer’s 
normal mark-up. 

“Thus we believe it would be de- 
ceptive to use terminology in ad- 
vertising which consumers under- 
stand to mean selling prices, such 
as the examples in Guide I(c), to 
describe mere offering prices. 

“Retailers may nevertheless 
maintain with some _ justification 
that these items still represent a 
real bargain to the consumer. We 
believe this point can be gotten 
across by telling the consumer 
exactly what he is getting. 
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SOUTHERN JEWELRY SALESMEN HONOR PAST PRESIDENT: Frank J. 
Russell, Sr., of Anson, Inc., 1959-60 president of the Southern Jewelry Travel- 
ers Association, receives a plaque in tribute to his services from current SJTA 
president Walter Schaeffer, right, of J. R. Wood & Sons, Inc., and Phil Wolf, 
left, of Speidel Corp., another past president of the organization. 





“Some retailers have resolved 
the difficulty by use of ‘Comparable 
Value’ representations where the 
requirements of Guide III could be 
met. Others have adopted the 
method of disclosing that the 
higher price was the price at which 
the item had been offered for sale 
but not sold. We have no objection 
to this tactic provided the disclo- 
sure is clear and conspicuous and 
provided further that the offering 
price represents a bona fide offer- 
ing price and not one set solely for 
the purpose of establishing a com- 


parative.” 


Must Be Unique 

3) One-of-a-kind items—offered 
for sale at a lower figure than for- 
merly priced. 

FTC’s answer: “I do not believe 
the problem here is really so very 


difficult. If the item is truly unique 
in that there is no other like it in 
the world, it would hardly seem 
likely that consumers could draw 
the inference that prior sales had 
been made or could possibly have 
been made, if they are fully in- 
formed in the advertisement that 
this is an offering of a unique item 
and certainly so if the former price 
is further described as an offering 
price. Here it would not seem that 
any further disclosure would be re- 
quired. 

‘‘However, I do believe here that 
the retailer should be careful to 
distinguish between items which 
are truly unique, in that there is 
nothing else like it, and items 
which are simply unique with him. 
In the latter case, it is entirely 
possible that other retailers would 
have virtually the same item and 





See 


THE PRESIDENT WRITES AN ORDER: Melvin Cohen, president of A. Cohen 
& Sons Corp., takes an order at the opening of the firm’s new showroom at 
27 W. 23rd St. in New York. The opening attracted the largest crowd ever 
to visit any of the firm’s showrooms, the company announced. 


New York wholesaler 


opens new showroom 


A. Cohen & Sons Corp., New 
York jewelery wholesaler, opened 
its new showroom at 27 W. 23rd 
St., Oct. 30. 

The firm said the opening at- 
tracted the largest crowd ever to 
appear at any A. Cohen & Sons 
showroom. The widest array of 
holiday merchandise in the firm’s 
49-year history was on display. 

The company’s entire executive 
staff and some 15 salespeople were 
on hand to attend the guests. 
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The new showroom, which took 
over a year in planning and con- 
struction, is air conditioned and 
equipped with modern display fix- 
tures and lighting. 

Hyman J. Cohen, board chair- 
man of the firm, interpreted the at- 
tendance as an indication that 
“newness, especially in ideas to 
help sell merchandise, will always 
bring a large turnout of retailers.”’ 

“TI also feel,” he said, “‘that this 
immense response is a tribute to 
the firm’s policy of personal ser- 
vice. We like our customers and 
they like us.” 


then we believe the situation out- 
lined under your second question 
would prevail.” 

In summing up, Dixon said the 
FTC believed that a seller with a 
real bargain to offer can find a way 
“to truthfully and effectively de- 
scribe it. If he does not have a 
bargain there is no way in which 
he can legally create the impres- 
sion that he does.” 

Dixon expressed appreciation for 
the jewelry organizations’ concern 
“with these problems,” and assured 
Grinberg of the FTC’s “continued 
willingness to be of assistance in 
any way we can.” 


Exposition will feature 
seminars and displays 


Plans are being formalized for 
the second Jewelry Industry Ex- 
position-Convention at the Shera- 
ton-Biltmore Hotel in Providence, 
April 19-21, under the auspices of 
the Manufacturing Jewelers and 
Silversmiths of America Inc. 

It is designed to serve jewelry 
manufacturers in two ways, first 
by acquainting them through its 
seminar program with the most 
modern thinking on plant proce- 
dures, and secondly, to provide 
them with an up-to-the-minute dis- 
play of the latest equipment avail- 
able through their suppliers. 

The ballroom and foyer, as well 
as a number of rooms in the hotel, 
will be devoted to equipment and 
supplies displays. Space in the 
ballroom has been exhausted, but 
several booths in the foyer are still 
available. 

The seminar program—the con- 
vention portion of the program— 
will consider such topics as Prepa- 
ration of Work for Finishing; 
Foreman-Employee Problems; 
Practical Ideas for the Jewelry 
Toolroom; Display Packaging as a 
Merchandising Aid; Shipping and 
Packaging for Shipment; Use of 
Compressed Air in Manufacturing; 
Precious Metals; Controlling Loss 
through Proper Salvaging Tech- 
niques; Modern Methods of Metal 
Joining; Industry’s Proven Cleri- 
cal Timesavers; and New Electro- 
plating Developments. 

Seminar leaders will include 
recognized leaders in their various 
fields, including a number with 
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actual experience within the indus- 
try. 

The association’s first Conven- 
tion-Exposition was held in Oc- 
tober of 1959 and was such an out- 
standing success that plans were 
immediately made to repeat it at 
the April, 1961, date and to sched- 
ule similar events at regular in- 
tervals. 





JVC sponsors reception 
to meet James Lucas 


Executives representing various 
jewelry trade associations and pub- 
lications attended a “get together” 
Nov. 30 to welcome James C. Lucas 
to his new position as executive 
vice-president of the Retail Jewel- 
ers of America, Inc. 

The affair was held at the New 
York office of the Jewelers Vigi- 


WESTCLOX HONORS TOP SALESMAN: H. T. Millikin, right, Westclox man- 
ager of marketing, congratulates Edward J. Almstedt of Fort Lauderdale, Fla., 
on winning the Henry J. Wagner award for the “Westclox Salesman of the 
Year.” Looking on are Barton K. Wickstrum, left, executive vice-president, and 


lance Committee, which sponsored 
the reception. 

Attending in addition to Lucas 
were: John F. Ambrose of Sterling 
Silversmiths Guild; Tobias N. 
Berger of Associate Jewelers; 
Robert Crowningshield of Gemo- 
logical Institute; William H. Fox 
of American Watch Association; 


N. Y. 24 Karat Club 
elects Robinson head 


Robinson Graef 


24 Karat Culb elects 


Barnett Robinson, a wholesaler 
of precious stones and rings, was 
elected president of the 24 Karat 
Club of New York Dec. 6. 

Jean R. Graef, a watch. whole- 
saler, was elected vice-president at 
the organization’s annual meeting. 

Robinson succeeds Dudley E. 
Sanderson of Oneida, Ltd., as pres- 
ident of the club. 

Both Robinson and Graef head 
businesses bearing their names. 
Both firms are located at 610 Fifth 
Ave. 
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Donald J. Hawthorne, president, both of General Time Corp. 


George R. Frankovich of Manufac- 
turing Jewelers & Silversmiths; 
Arthur S. Hirsch of Diamond Man- 
ufacturers & Importers Associa- 
tion. 

Also: A. E. Haase of Jewelry 
Industry Council; Bertram Krashes 
of Gemological Institute; Richard 
C. Murphy of Jewelers Security 
Alliance; Henry Sperling of Jew- 
elry Crafts Association; Charlotte 
Thompson of Fashion Coordination 
Institute; Morton R. Sarett, con- 
sultant to Jewelry Industry Coun- 
cil; William Wagner, consultant to 
Retail Jewelers of America; Joanna 
Wittenberg of Ring Guild of Amer- 
ica; Harry J. Bromley, publisher of 
National Jeweler; P. M. Fahren- 
dorf, president of JEWELERS’ CIR- 
CULAR-KEYSTONE; Sam Mintz, edi- 
tor and publisher of the Jewelers’ 
Outlook; and the following repre- 
sentatives of the JVC, Walter J. 
Keeley, Aaron Lipper, Anne W. 
Jay and P. Irving Grinberg. 

Thomas A. Fernley of National 
Wholesale Jewelers Association 
sent regrets that he was unable to 
attend. 


Firstenberg elected head 


of jewelry credit group 

The jewelry credit group af- 
filiated with the New York Credit 
and Financial Management Asso- 
ciation has elected Irving Firsten- 
berg as chairman. 


Firstenberg is credit manager 
for K. Polishook & Son Corp., man- 
ufacturer of rings and karat jew- 
elry. 

Murray Klee of Wyler Watch 
Corp. was named vice-chairman. 
Elected to the executive committee 
were Sylvia Heyman of Omega 
Watch Co. and William Israel of 
Golden Shield Corp. 

The organization’s members ex- 
change retailer credit information. 


NO FOND EMBRACE HERE: Jew- 
eler Henry W. Stohlton of San Fran- 
cisco appears to be offering a cordial 
welcome to a customer in front of his 


Chestnut St. store. Actually, the 
arms encircling him are sewed to his 
own sweater, with costume jewelry 
and ermine added for decorative ef- 
fect. Stohlton created the sweater 
for a festival in the city’s Marina 
area. 





COMPILATION OF DIRECTORY LISTINGS UNDER WAY: A. T. Lombardi, 
JC-K Directory Listings Editor, digs into the early returns of Directory Issue 
questionnaires, to begin the job of compiling the listings of goods and services 
offered by jewelry industry suppliers. Questionnaires were sent to more than 
11,000 suppliers last month in preparation for the June Directory Issue. 


JC-K begins Directory Issue compilations 
with mailing of questionnaires to suppliers 


Each was asked to indicate— 
from the questionnaire’s list of 


More than 11,000 questionnaires 
were sent to jewelry industry sup- 


pliers last month seeking informa- 
tion for the next JC-K Directory 
Issue. 


Manufacturers, importers, whole- 


more than 1000 items or categories 
—which merchandise and services 
it supplies. 

Answers to the six-page query 


will be compiled for publication in 
the Directory Issue in June, 1961. 
Complete data on each company 


salers and other firms supplying 
goods and services to the trade 


were reciplents of the query. 


MAK VOT! 
for the return of the Questionnaire cn your ‘Lstin . 
in the JC-K Jewelers' Directory. 


0 ee EE SE EE eS Re BE ECS EES 


NOW we need YOUR CATALOG 1 

Access to your catalog would enable us to setter 
answer many of the $8,000 Readers’ Service queries we - 
receive each year. 


WE WOULD APPRECIATE 
your sending us 2 copy of your current catalog, 

addressed to the personal atterition of the undersigned. 

Thank Yous 

— Do 

Chestnut & S6th Sts., bees 


Philadelohia 39, Pa. 
A Readers’ sy Nm Department. 


, 


SOON IN THE MAILS: This postcard will soon be on its way to those of the 
11,000 jewelry manufacturers, wholesalers, importers and suppliers who have 
returned the questionnaire for their listings in the next JC-K Jewelers’ Direc- 
tory. The catalogs received in this appeal will provide a source of information 
available to any subscriber through JC-K’s Readers’ Service. 
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responding to the questionnaire 
will be part of that issue, including 
the address, telephone number, 
method of distribution, names of 
brand products and facts on all 
branch offices of each firm. 

Any supplier who has not re- 
ceived a questionnaire will be sent 
one upon request. Write to Editor, 
Directory Issue, JEWELERS’ CIRCU- 
LAR-KEYSTONE, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


Watch repair mark clue 
to dead man’s identity 


Police in Tampa, Fla., are seek- 
ing watchmakers’ assistance _ in 
identifying a man whose body was 
found in a Tampa hotel Nov. 28, 
1959. 

The dead man wore a LeCoultre 
wrist watch, model 481, which had 
been serviced by a watchmaker at 
one time. The watchmakers scratch 
mark on the inside of the case ap- 
pears to be EW11-58. 

Any watchmaker who may be 
able to furnish information leading 
to the identification of the watch’s 
owner may contact O. C. Beynon, 
Inspector, Detective Division, 
Tampa Police Department. 


MJ&SA ‘Buyers’ Guide’ 
sent around the world 


The latest edition of the Buyers’ 
Guide has been distributed in four 
languages—English, French, Ger- 
man and Spanish—virtually around 
the world. 

Published by the Manufacturing 
Jewelers and Silversmiths of Amer- 


ica Inc., it has over 500 listings. 


Lasko Strap Co. sold 


to group of executives 


Sol Lasko and Max Gershberg 
have sold the Lasko Strap Co. of 
New York to a group of the firm’s 
department heads. 

The new corporation, called Las- 
ko Strap Co., Inc., will remain at 
its present location, 200 Hudson 
St. All trade names and trade 
marks, including the trade name, 
“Neet, since 1924,” were included 
in the purchase and will be con- 
tinued, Philip M. Klein, new presi- 
dent of the firm, said. 
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State of the Jewelry Business 


Final import figures 








IMPORTS 
Oct. 
1960 
WATCH MOVEMENTS (units) 


0-1 jewels 738,476 
2-7 jewels 121,126 
8-15 jewels 5,784 
16, 17 jewels 705,046 
over 17 jewels 2,698 
all movements 1,573,130 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value 


CULTURED PEARLS 
IMITATION STONES 


104,991 
$6,890,780 
64,182 
$6,270,708 


$843,950 
$556,816 


EXCISE TAXES 
July-Sept. 
1960 
AMOUNT COLLECTED $38,668 


{add 000) 


VITAL STATISTICS 
Oct. 


1960 
MARRIAGES 122,000 


BIRTHS 


FAILURES 


CASH JEWELERS 
INSTALLMENT JEWELERS 
WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 


WHOLESALE JEWELERS’ 
SALES 


OCTOBER 1960 
% change % change 
from from 
Oct. 1959 Sept. 1960 
SALES +3 +14 
INVENTORY +4 +2 


(troy ounce, large lots) 
Mid-Dec. 
1960 


SILVER $.91 3/8 


% change 


from 


Oct. 1959 


—27.8 
—19.7 
— 30.8 
—1.5 
—2.2 


Jan.-Oct. 
1960 


5,386,296 
957,342 
42,851 
5,117,910 
13,981 
11,518,380 


1,045,933 


$71,476,900 


684,248 


$65,932,972 


—18.8 
+18.4 


% change 
from July- 
Sept. 1959 


+6.0 


% change 


from Oct. 
1959 


+0.8 


% change 


from 
Nov. 1959 


WATCHES 
SILVERWARE, 
CLOCKS 


COSTUME 


JEWELRY 


METAL PRICES—MID-DECEMBER 1960 


$11,786,513 


$4,722,659 


Jan.-Sept. 


1960 
$135,052 


Jan.-Oct. 
1960 


1,279,000 


3,534,000 


Jan.-Nov. 
1960 


112 
36 
1 
18 
24 


°% change 
from 


% change 


from Jan.- 
Oct. 1959 


—0.8 
—14.2 
—8.7 
+7.2 
—4.4 
41.2 


—21.9 
—11.0 
—10.1 

—9.4 


+10.6 
—47.5 


% change 

from Jan.- 

Sept. 1959 
+6.5 


% change 

from Jan.- 

Oct. 1959 
+2.0 
—0.6 


% change 


from Jan.- 

Nov. 1959 
—7.4 
—5.3 
—75.0 
—43.7 
0.0 


' DEPARTMENT STORE SALES 
' OCTOBER 1960 


% change 
from Jan.- 


Oct. 1959 Oct. 1959 
FINE JEWELRY, 


+7 


—11 


+6 


One Year 


Ago 


$.91 3/8 


+3 
+2 


+7 


% change 
0.0 


in 1960 will probably show general decline 


Final import figures for 1960 
will not be available for publica- 
tion until March. But totals for 
the first 10 months may reveal 
what end results are likely. 

Unless November and December 
figures sharply reverse the trends 
established through October, 1960 
totals will fall short of the previ- 
ous year’s imports of watch move- 
ments, diamonds and _ imitation 
stones. The only product on JC-K’s 
import scoreboard which promises 
to better 1959 is cultured pearls. 

Here is the probable 1960 im- 
port picture for each category, 
with existing trends projected for 
the last two months of the year: 

WATCH MOVEMENTS — AI- 
though the January-October total 
for “all movements” still betters 
the same period of 1959 by 1.2 
per cent, this percentage has been 
declining steadily each month from 
an early vear high of +25. Final 
vear’s total may fall 7 per cent 
or more below 1959’s record of 
14.6 million units imported. 

While this would be a drop of 
about a million movements, it 
would still leave 1960 the second 
highest of any calendar year on 
record in volume imported. 

Declines are probable in every 
category of watch movement im- 
ports except one. Movements with 
16 or 17 jewels are likely to equal 
or better 1959’s total. Through 
October, this group was running 
7.2 per cent ahead. 

DIAMONDS—tThe dollar 
of gem diamond imports in 1959 
was a record high. Declines will be 
recorded in all categories in 1960. 
Uncut stones may be off as much 
as 33 per cent in carat volume and 
18 per cent in value. Cut stones 
may show a drop of as much as 
13 per cent in volume and 11.5 
per cent in value. 

CULTURED PEARLS — The 
value of cultured pearl imports 
may top $14 million, up about 7 per 
cent. 

IMITATION STONES — Imita- 
tion stones will show the greatest 


value 


$77 
$22 
$75 


$82 +6.5 
$24 


$75 


PLATINUM 
PALLADIUM 
IRIDIUM 


49.1 decline of any of the jewelry im- 
0.0 ports, dropping more than 40 per 
cent to about $6 million. 
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DEMISE OF THE POCKET 
WATCH: William E. Koch, vice- 
president and marketing director of 
Elgin National Watch Co., marks the 
end of the pocket watch era on the 
New York Central railroad system. 
In the photo at left, Koch presents 
the Central’s first B. W. Raymond 
Railroad Wrist Chronometer to John 
Smith O’Brien, engineer of the rail- 
road’s crack Super Van Train, at the 
Central’s West Side Yards in New 
York City. The 23-jewel timepiece 
will undergo regular inspection by 
accredited time inspectors as were 
pocket watches in the past. 


PASSES GRIDIRON TEST: These 
six members of the Green Bay Pack- 
ers pro football team wore the watch 
shown on player kneeling at left in 
round-robin fashion during practice 
sessions this season. The watch, a 
product of Cortland Jewelers, a nine- 
store chain with headquarters in St. 
Paul, Minn., still kept precision time 
after a season of gridiron knocks. At 
right is Everett Levi, manager of 
Cortland’s Green Bay outlet. 
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shows off part of the one and a half 
million dollar collection of diamond, 
emerald and ruby jewelry displayed 
by Samuel Kirk & Son, Baltimore. 
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OPERATION AIRLIFT: Joan Schaefer, publicity director for Golden Shield 
Corp. of Great Neck, N. Y., supervises the first shipment of the firm’s merchan- 
dise under a special shipping schedule called “Operation Airlift,” designed to 
insure no delays in pre-Christmas deliveries. The giant telegram was sent to 
all accounts, announcing that Golden Shield would ship any of its products to 
any part of the United States via air freight and absorb the over-charge. 


THIRTY MILLION ALARMS: William Baird, left, Lieutenant Governor of 
Tennessee, accepts a special alarm clock manufactured at the Lux Clock Co.’s 
plant in Lebanon, Tenn. The clock was the 30 millionth spring-wound alarm 
clock to be manufactured by Lux. Presenting the “30 millionth” to Lt. Gov. 
Baird is Joe Atkinson, manager of the Lebanon plant. 
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American Israeli Diamonds 

can reduce your Diamond 

costs ... and increase your 
Diamond Profits 


e Its prices are better than 
competitive, based on fac- 
tory prices . 


lt eliminates the ‘‘original 
parcel’ buying method. 

lt permits you to buy spe- 
cific qualities, color and 
sizes. 


lt assures immediate de- 


livery. 


it extends credit terms to 
fit your individual financial 
picture. 


Call or write for full details 


AMERICAN ISRAELI 
DIAMONDS, INC. 


609 5th Ave., N. Y. 17, N. Y. 
PL 2-4422 











Prove to yourself how 
our monthly display 
service will create 
better selling win- 
dows. Only $8.70 
monthly for complete 
window display kit and 
over 400 matching 
price tickets. 


Write for s<_ 


150 WEST AGth STREET, W.V. 36, 1. 5-232 











® GARNET JEWELRY 


Antique & New 


Ask for Free Catalog 
Memorandums Invited 


HERZOG & ADAMS 
54 West 47 Street, New York 
Telephone JUdson 6-2753 
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=» Joseph Gagne is president of the 
newly formed Syracuse chapter of the 
New York State Watchmakers’ Asso- 
ciation. Other officers are: Phillip 
Farrance, vice-president; Carroll 
Mueller, secretary; and William Mil- 
ler, treasurer. The Syracuse chapter 
was formed after a meeting of inter- 
ested watchmakers with the associa- 
tion’s board members at a regular 
quarterly board meeting in Syracuse 
in October. 

s Jan Voort, Inc., watchband manu- 
facturer in Brooklyn, N. Y., has 
moved from 603 Sixth Ave. to larger 
quarters at 206 Seventh St. 

» Kenneth L. Van Atten, diamond 
and precious stone buyer for Black, 
Starr & Gorham, Inc., New York 
jewelers, has been elected a vice-presi- 
dent. Darwin R. Neumeister, vice-pres- 
ident and general merchandise man- 
ager of Black, Starr, has been pro- 
moted to a new position of executive 
vice-president. 

» Jean Pierre Savary, technical di- 
rector of the Watchmakers of Switz- 
erland and former president of the 
Horological Society of New York, 
gave the society a preview lecture 
and slide presentation on the new 
Swiss electric watch at the group’s 
November meeting. 


| m Marchal Jewelers, New York man- 


ufacturers of 14 karat gold charms, 
have appointed Charlson Corp. as 
sales agent, making the Marchal prod- 
ucts available for the first time out- 
side the firm’s New York store. 
Michael Roth is in charge of sales at 
the new office opened for Charlson at 
745 Fifth Ave., New York. 

» A motion to increase dues was 
defeated at the November meeting of 
the New York Jewelers Square Club. 
Club membership, formerly limited, 
will be expanded during the new 
year. Any Masons interested in join- 
ing may contact Walter Dreher at 
48 W. 48th St., New York. 

» Zenith Precision Casting Co., Inc., 
of New York, has acquired Advanced 
Jewelry Casting Corp. It will continue 
operations as Advanced Casting Corp., 
under J. Weinraub, vice-president, at 
243 Java St., Brooklyn. 

» Hurds’ Jewelry in Buffalo, N. Y., 
retained Gordon Brothers of Boston 
to liquidate the store’s stock. Doris 
G. Hurd, who has operated the store 
since her husband was killed during 
a holdup in 1952, is retiring. 

» Some 300 persons in the jewelry 
trade paid tribute to Joseph Baum- 
gold of Baumgold Bros. at the annual 
dinner on behalf of the Federation 
of Jewish Philanthropies of New 
York, Nov. 17. 

testimonial luncheon for W. 
Waters Schwab, president of J. R. 
Wood & Sons, who is retiring Jan. 31, 


has been scheduled for Jan. 16 at the 
Waldorf-Astoria Hotel in New York. 
=» Charles E. Flinchbaugh, jeweler in 
Norwood, Pa., has retired after 38 
years in the business. Robert H. At- 
kinson, associated with Flinchbaugh 
for the past 14 years, has taken over 
the business at 21 W. Winona Ave. 

=» Wengler’s Jewelers in Sharon, Pa., 
has opened its new store on W. State 
St. 

s John M. Mercoglan has opened J. 
M. Jewelers at 326 Mariaville Road, 
Rotterdam, N. Y. 

=» Kay Jewelry Co. has opened its 15th 
store in New York and the first on 
Fifth Ave., at 394 Fifth Ave. 

=» Marvella, Inc., distributor of pearls 
and costume jewelry, is scheduled to 
move Jan. 1 from 136 W. 52nd St. 
to two floors at 641 Avenue of the 
Americas in New York. 

» Arm of Retail Merchants, Inc., has 
leased space at 114 E. 32nd St., New 
York. 

» Yasner and Son, Newark, N. J., 
jewelers, have opened a second store 
in South Orange, N. J., at 109 S. 
Orange Ave. 

=» Crown’s Jewelers in New Kensing- 
ton, Pa., has remodeled its store at 
940 Fourth Ave., making additional 
display space available. 

=» Tiffany Table Settings has_ been 
published by Thomas Y. Crowell Co. 
of New York. The 196-page book 
illustrates model tables shown at the 
New York jewelers since 1956. 

» Beacon Jewelers has leased a store 
at 1005 S. Orange Ave. in Newark, 
N. J. 

» Jack Bernstein has become a part- 
ner in a wholesale and retail jewelry 
business operated by Norman W. 
Blum at 99 Canal St., New York. 
» Joseph Shaw and Stephen Ball 
have opened their new Shaw and Ball 
Jewelry store in Waverly, N. Y., at 
317 Broad St. 

» Lisnow & Weiss Co., Inc., a manu- 
facturer of watch cases, has leased 
the entire second floor at 10-10 44th 
Ave., Long Island City N,. Y. 

»s Marcus Jewelers of Altoona, Pa., 
has gone out of business with the 
retirement of Anne Marcus, whose 
husband, Isador Marcus, founded the 
business in 1907 and operated it until 
his death two years ago. 

=» Gertrude L. Koch has retired after 
51 years as an employee of W. F. 
Sellers and Co., Altoona, Pa., jewelers. 
=» Balin’s Jewelers, formerly operated 
as a leased department of Ben’s 
Clothes Shop in Johnson City, N. Y., 
has moved to 238 Main St. 

» Samuel Beldner and his wife, of 
the Valcour Jewelry Co. in New York, 
toured European capitals in Decem- 
ber and January for new sources for 
beads. 
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=» Gladys Babson Hannaford, lecturer 
on diamonds for N. W. Ayer adver- 
tising agency, addressed the Novem- 
ber dinner-meeting of the New Eng- 
land Guild of American Gem Society, 
at the Hotel Commander in Cam- 
bridge, Mass. The program included 
a gem exhibit and a color film of Mrs. 
Hannaford’s African trips. 

=» Edson W. Sawyer, treasurer and 
general manager of Improved Seam- 
less Wire Co. of Providence, has been 
re-elected president of the Manufac- 
turing Jewelers and Silversmiths of 
America, Inc. Sawyer is also presi- 
dent of the Gold Filled Manufacturers 
Association and second vice-president 
of the Jewelers Board of Trade. 

=» Bernie Mendelsohn of Bernie Men- 
delsohn, Inc., 373 Washington St., 
Boston, has returned from a trip to 
Puerto Rico. Mendelsohn won the 
trip as a prize in a sales contest. 

» About 700 persons are expected to 
attend the annual banquet of the 
Boston Jewelers Club at the Statler- 
Hilton Hotel in Boston, Feb. 4. 

» The annual convention and indus- 
trial exposition of the Manufacturing 
Jewelers and Silversmiths of America, 
Inc., April 19-21 at the Sheraton Bilt- 
more Hotel in Providence, will feature 
seminars dealing in the industry’s 
latest methods, procedures, machin- 
ery, equipment and supplies. 

» The first showing in New England 
of the entire Kirk Museum Silver 
Collection was at Shreve, Crump & 
Low Co. of Boston. The showing fea- 
tured, besides the museum pieces, 
table appointments, dresserware and 
jewelry. 

» The Hartford, Conn., Courant de- 
voted a 24-page tabloid size section 
of its Nov. 13th issue to tell the story 
of William M. Savitt, Hartford 
jeweler. 

» Gagnon’s Jewelers in Skowhegan, 
Me., has undergone its third major 
expansion since its founding four 
years ago by Aurel Gagnon. 

» La Pointe’s Jewelers of Putnam, 
Conn., have opened a branch store 
at 61 Main St., Danielson, Conn. L. 
Gerald La Pointe is the owner of the 
two stores. 


MID WES | 


» Three new members have been 
elected to the Chicago Jewelers’ As- 
sociation. They are Michaels & Geier, 
diamond merchants at 55 E. Wash- 
ington St., Berco Watch & Jewelry 
Co. at 29 E. Madison St. and Gunst, 
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ENGLAND 


» A new line of gifts and jewelry 
has been added to the Erskine store 
on Main St. in Bradford, Vt. 

» Roger Jean-Pierre, Paris jewelry 
designer, visited William Filene’s 

Sons, Boston department store, to 
show his Vendome jewelry creations. 
»s Norman D. Craig, president of 
Craig’s Jewelry in Ridgefield, Conn., 
gave away a $539 diamond ring as 
the prize in a 10th anniversary dia- 
mond ring contest. 

=» Wethersfield Jewelers of Natick, 
Mass., has leased space in the Medway 
shopping center to be built on Main 
St. in Medway, Mass. 

=» W. R. Cobb Co., findings manufac- 
turer, has moved to its new plant at 
850 Wellington Ave., Cranston, R. I. 
A company announcement said con- 
tinued growth required the increased 
capacity provided by the new plant, 
which is completely air conditioned. 
The new location is less than 15 min- 
utes from downtown Providence, 
where the company had been located 
at 101 Sabin St. 

» King’s Jewelry, 424 Central Ave., 
Dover, N. H., awarded a diamond 
ring and a diamond wrist watch as 
prizes in a recent store contest. 

» The United Jewelry Show will ex- 
hibit fall merchandise for wholesalers 
April 28-May 5 at the Sheraton-Bilt- 
more Hotel in Providence. The opening 
date is a few days earlier than any 
of the previous shows. Charles C. 
Bulkley, show manager, said no ho- 
tel rooms would be available to ex- 
hibitors before April 23. 

» John S. Piekarezyk, head watch- 
maker at Sharfman’s Jewelers in 
Worcester, Mass., has been awarded a 
Master Watchmaker certificate by the 
American Watchmakers Institute. 

» Roger Brassard of Brassard Jew- 
elers, Manchester, N. H., has been 
re-elected to the New Hampshire 
Governor’s Council. 

» M. A. Noury, Manchester, N. H.., 
jeweler, retired Jan. 1. His store 
was purchased by Gordon Brothers 
of Boston. 

» Henry Vinton, a jeweler in Dover, 
N. H., has announced his retirement 
from business. 


ry 


Kanow & Gassin, wholesalers at 29 E. 
Madison St., all of Chicago. Johnny 
Erp, Chicago sports writer and radio 
commentator, addressed the CJA’s 
November luncheon, attended by 74 
club members. 
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quality line and 
best seller... 
Styled 

for the Jeweler 
Write for local 


representative 
to call 


B. David Company 


2525 Vine S#., Cincinnati 19, Obio 














The big Christmas rush is over for 
another year; now's the time to 
take stock, plan ahead. For new 
ideas on ways to improve many 
aspects of store operation, check 
back through the 1960 JC-K. The 
annual index starting on page 99 


will tell you where to look for what 


you want 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
CHINA OL GOW 


CALL COLLECT FOR CONSULTATION 
Tetephene: Dierbern 27-3407 


All inquiries Strictly Confidential 
MEIMEER REFERENCE 


Jewelers Boord Your Local 
of Trede “Renk 

Division ef M. Y. Finkelman Compeny 

29 & Medison &., Chicege 2, ft. 











NEWEST 
TEENAGE 
CAMPUS HIT! 


EXCLUSIVELY 
for Retail Jewelers. 


e STERLING SILVER 
¢ SCHOOL NAME & COLORS 
¢ NO DIE CHARGE* 


*MINIMUM ORDER 36 PIECES 


KINNEY C0. 123 STEWART ST. 


PROV. 3, R. I. 











HASTINGS Quality 
ALL-NYLON 
; WATCH BRACELET CORDS 
NYLON — DACRON — SILK BEAD CORDS 


Your Assurance of the Finest. 
JOBBERS H R 
BROCKTON, MASS 


MFGRS. DIRECT 
51 MARKET ST 
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mokes the 
soles... 


Especially in Wedding 
Rings. The new I4K gold 
rings by Certified are de- 
signed to sell on sight. 


CERTIFIED meats co. | \'7Sdison tl 


i. Perlman 
_ opened at 26 S. Grove Ave., Elgin, IIl., 








=» Herbert Hatowski succeeded his 
uncle, Daniel Hattis, as president of 
Boas Sons Ltd. of Chicago when Hat- 


_ tis left the firm at the end of 1960 to 
_ enter the law and real estate business. 
| Hatowski’s father, Hyman Hatowski, 

| is now secretary and treasurer of the 
| firm, 


which will move from 55 E. 
Washington St. to the lower level of 
the Pittsfield Building about Feb. 1. 

» Brandt’s, Inc., 1223 E. 68rd St., 


_ Chicago, one of the chain of stores 
| owned by 
| Dec. 31. 

_= Albert F. Benson, a retail jeweler 
_in Newport, 


Irvine S. Spritz, closed 


Wash., for nearly 50 
years, retired in December and sold 


_ his store to Coffman’s Jewelry of New- 


port, which moved to the Benson lo- 
cation. 


m= Ben and Florence Persin sold the 


National Watch Co. at 7 W. Madison 
St., Chicago, to Arthur Harris in 
December. 

=» McCabe Jewelers in Virginia, 
Minn. has moved from 403 to 317 
Chestnut St., holding its grand open- 
ing on the 23rd aniversary of the firm. 


m= Donald J. Gaiser has opened a 


jewelry store in the Hotel building in 
Troy, Idaho. 

=» Carter’s House of Diamonds has 
opened in Sioux City, Iowa, at 520 
Fourth St., formerly the site of Will 
Peterson Jewelry. Irving Weinberg is 


| manager of the new store. 
'm Paul Davies Jewelry in Gallipolis, 


Ohio, has opened in new quarters at 


| 404 Second Ave. The store’s former 


location was destroyed by fire two 
years ago. 

» R.T. McGuire and his son, Thomas 
McGuire, have purchased the O. M. 


| Nelson Jewelry, 21 N. Pinckney St., 


Madison, Wis., from the O. M. Nel- 
son estate. 

» The fifth Bluford Jewelry in Mich- 
igan has been opened at 208 S. La- 
fayette St., Greenville, Mich. Al Zittel 
is manager of the store. 

» Allensworth Jewelry of Uhrichs- 
ville, Ohio, has opened a second store 
in Cambridge, Ohio, at 653 Wheeling 
Ave., under the management of Jay 
Angel. 

» Charles Staley has opened Robec 


| Credit Jewelers in the Country Fair 


shopping center in Zanesville, Ohio. 
Fine Jewelry has been 


by Milton Perlman. 
» Argo & Lehne Jewelry in Columbus, 


| Ohio, has moved from 31 E. Gay St. 


to a remodeled location at 84 N. High 
St., formerly Harrington Jewelry. 

= Royer Jewelers in Cherokee, Iowa, 
has had the grand opening of its new 
location on West Main St. 

» Lord’s Jewelers, Inc., in Rock Is- 
land, Ill., has moved from Second Ave. 
and 19th St. to 1806 Second Ave. 

» Shaws Jewelry has expanded into 
new quarters in Columbus, Ohio, mov- 
ing from 142 S. High St. to Town and 
High Sts. 

» Barons Jewelers in Idaho Falls, 
Idaho, tripled its floor space in a move 
from 405 to 416 Central Ave. 

=» Bates Jewelry will celebrate its 25th 


anniversary in Ottumwa, Iowa, at a 
new location in a building being reno- 
vated for the firm at 129 E. Second 
St. The store has been at 210 E. Sec- 
ond St. for 19 years. 

=» Two Sioux City, Iowa, jewelry 
stores, Brodkey & Goodsite and Grand 
Jewelry, have combined their book- 
keeping, buying, service and advertis- 
ing. The stores, formerly operated in- 
dependently, are under the manage- 
ment of members of the same family. 
» Thomas L. Whitacre has moved 
Whitacre Jewelry in Kansas City, 
Mo., from 19th and Main Sts. to the 
Broadway Valentine shopping center. 
= Oswin and Joyce Semmler have 
opened a new Sky Way Jewelry and 
Gift Shop in Rochelle, Ill. The 
Semmlers’ former home and _ shop 
burned to the ground last January. 
While personally reconstructing the 
building, Semmler operated a watch 
repair business from a house trailer 
home. 

=» Bill Wilson has opened Wilson Jew- 
elers in the Canterbury shopping cen- 
ter in Markham, IIl. 

=» Miller Jewelers in Battle Creek, 
Mich., has undergone a major remod- 
eling project which has added an addi- 
tional 50 feet in depth to the store. 

» A new first story front was added 
to A. K. Neuwirth Jewelry, 515 N. 
Eighth St., Sheboygan, Wis., as part 
of an eight-month remodeling project. 
=» Gilbert F. Chiquet, Iowa Falls, 
Iowa, jeweler for 44 years, retired 
Jan. 1, selling his Washington Ave. 
store to Adrian M. Nolte, watchmaker 
at the store for the past 14 years. 

=» Richard’s Jewelers has moved from 
their 15-year location at 173 N. High 
St., Columbus, Ohio, to 79 N. High St. 
» Wood’s Jewelers in Rock Island, 
Ill., has gone out of business with the 
retirement of the store’s owner, C. A. 
Watt. A jewelry store has been lo- 
cated in the building at 1702 Second 
Ave. for 60 years. 

» Earl Swingle, Hillsboro, Ill., jew- 
eler, has retired after 30 years in the 
jewelry business, selling his store to 
R. W. Ziegler, who also has a jewelry 
store at Carlyle, Ill. 

=» Getz Jewelry of Cincinnati, Ohio, 
has opened a new store in the Tri- 
County shopping center. Ben Gardner 
is manager. 

=» Kenneth C. Bichl, manager for 
eight years at the former Harrington 
Jewelry in Columbus, Ohio, has joined 
M. D. Hohenstine as a partner in 
Hohenstine’s jewelry business at 37 
S. High St. 

s Landstrom’s Jewelry, 620 St. Joe 
St., Rapid City, S. D., has opened a 
second floor china, crystal and sterling 
silver department. 

» A diamond room and _ “sit-down 
counters have been added to Volk- 
mann’s Jewelry in Kankakee, III. 

=» Keifer Quality Jewelers and Op- 
tometrists, 41-year-old St. Louis, Mo., 
firm, will have a store in the Town 
and Country shopping center. 

=» Crowder’s Jewelry in Boulder Colo., 
has been doubled in size by acquiring 
an adjacent building. 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1961 





= Two jewelry stores have opened in 
the new Bon Marche shopping center 
in Baton Rouge, La. They are Rider’s 
Jewelry, which operates three other 
Louisiana stores, and Gordon’s Jewel- 
ers, whose Bon Marche outlet is the 
firm’s third in Baton Rouge and 84th 
throughout the nation. 

=» Hamilton’s Jewelers in Clinton, S. 
C., has reopened after complete reno- 
vation of the store. 

= Janie Jolly Griffin has opened a new 
shop at 410 Oberlin Rd., Cameron 
Village, Raleigh, N. C., specializing 
in the designing and re-designing of 
jewelry. 

» Howard Brothers Jewelry in Mon- 
roe, La., held a grand opening of its 
new location in the Twin City shop- 
ping center in November. 

=» Monticello Watchmakers and Jew- 
elers Guild in Charlottesville, Va., has 
elected Roy P. Tuel of Tuel Jewelers 
as president for 1961. Other new offi- 
cers to be installed at the regular 
January meeting are: Frank Boone of 
Fink’s Jewelers, vice-president; How- 
ard A. Monto of Tuel Jewelers, sec- 
retary; and Paul Fisk of The Clock 
Shop, treasurer. 

» The Gem Cutters’ Guild of Balti- 
more heard an illustrated lecture on 
a “Top of the World Journey” by Al- 
bert H. Blum, Baltimore attorney, at 
its December meeting. 

=» Don Wolpe of Wolpe Jewelers was 
chairman of the 13th annual banquet 
of the Greater Washington, D. C., Re- 
tail Jewelers Association Nov. 13 at 
Woodmont Country Club. 

= Smith’s Jewelers in Union, S. C., 
have moved to a new location in the 
former Union Utility building. 

» R. W. Walding has opened Wald- 
ing Jewelry on Brown Street in Grace- 
ville, Fla. 

2 Oscar Caplan & Sons, Baltimore 
manufacturers and retailers of jew- 
elry, have opened a second location in 
Easton, Md. 

=» Gordon’s Jewelers will have a store 
in the Roebuck shopping center, now 
under construction in Birmingham, 
Ala. 

=» Charles Schwartz, president of 
Charles Schwartz & Son, Washington, 
D. C., jewelers, has been elected pres- 
ident of the Washington Guild of the 
American Gem Society. Other officers 
are: Anton Boespfiug of Saunders & 
Son, Alexandria, Va., vice-president; 
Norville Hawk of Milton Schlosser, 
Washington, secretary; and Thomas 
O. Tilghman of Tilghman Co., An- 
napolis, Md., treasurer. 

= Dreifus Jewelers will occupy one of 
four units in a $300,000 building at 
Poplar-Highland Plaza in Memphis 
Tenn., scheduled for completion Jan. 
2 

= Kay Jewelry Co. has opened its 
fourth Atlanta, Ga., store in the Bel- 
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vedere Plaza shopping center. 

=» Rogers Jewelers in Huntington, W. 
Va., has reopened in its former loca- 
tion at Ninth St. and Fourth Ave. 
after completion of a $50,000 remodel- 
ing project. The building was destroy- 
ed by fire in April, 1960. 

2» Friedman’s Jewelers has opened the 
64th store in its chain at 111 N. 
Washington St., Albany, Ga. Jack 
Farris has been named manager of 
the new outlet. 

s Springfield Jewelers has opened in 
the new Springfield Plaza shopping 
center in Springfield, Va. 

» Bowen Jewelry Co. of Lynchburg, 
Va., has opened a branch store in the 
Pittman Plaza shopping center. Ray- 
mond A. Martin, the firm’s head 
watchmaker for the past eight years, 
is manager of the new store. 

=» Zale Jewelry Co. has opened its 
180th store at 201 Broad St., Kings- 
port, Tenn., under the management of 
Rowland Hunt. 

=» Mrs. Richard M. Nixon donated the 
first wrist watch to 
Washington Retail Jewelers Associa- 
tion’s “Operation Angel” campaign. 

=» Hawkins Jewelry in Paducah, Ky., 
has moved from 113 to 107 S. Fourth 
St. The new location was completely 
remodeled and a new front added. 

» James Langston has opened a jew- 
elry and watch repair shop on Park 
Ave. in Calhoun, Ga. 

2» E.C. Polk Jewelry has moved to a 
new building on E. Main St. in Leb- 
anon, Ky. The business was formerly 
in the Arista Theater building on N. 
Spalding Ave. 

=» C. Weinberg has opened a second 
Stokes Jewelry in Panama City, Fla., 
at 452 Harrison Ave. Margaret Kane 
is manager. 

» Fink’s Jewelers, Inc., a Virginia 
chain, has announced plans to open a 
new store at the Crossroads shopping 
mall in Roanoke. The firm outlined 
fall promotional plans to store per- 
sonnel at two merchandise meetings. 
=» Rudolph’s Jewelry has named Ed- 


ward B. Schindler manager of its | 


Leesburg, Fla., store. 


2» William P. Pike, Jr., has been ap- | 
pointed a vice-president and general | 
manager of R. Harris & Co., Wash- | 
ington, D. C., jewelers. Pike was for- | 
merly a buyer of watches, diamonds, | 
gold jewelry and silverware for Jul- | 


ius Garfinckel & Co., in Washington. 
» Zale Jewelry Co. has promoted 
Murray Schwartz, assistant manager 


of its Knoxville, Tenn., store, to the | 


post of manager. 


=» Bruce Burdette is the new presi- 


dent of the Tampa, Fla., Watchmak- 
ers Guild. Other officers are: Joe 
Erlenwein, Frank D’Elia and Fred 
Martin, vice-presidents; Francis Hat- 
chell, cor. secretary; and Harry War- 
shaw, treasurer. 


the Greater | 


New ELGIN Watch Oil 
in Squeeze Bottles 
Light, air, dirt sealed out 
YOUR BEST BUY—Elgin’s new M56b 


watch oil doesn’t spread, gum or become 
rancid; wide performance range (120° F 
to —10° F); low solidification (—50° F); 
low evaporation rate; doesn’t dissolve 
shellac; low friction coefficient; prevents 
corrosion and oxidation. 

PLUS an easy to use, no-break, non-spill, 
light-proof squeeze bottle. Stays fresh 
longer. Order a Twin-Pak today. ..$2.25 


Trade Material Division, Elgin, tll. 
ELGIN NATIONAL WATCH COMPANY 


Available in U.S. and Canada from your 
authorized Elgin Materials Wholesaler only! 





Incorrect sizes for Holmegaard 
Crystal Olive Bowls were in- 
dicated in the Svend Jensen of 
Denmark, Inc. advertisement on 
page 107 of the December JC-K. 

“Bowl, 11” high, $10.00 each” 
should have read: “Bowl, 11” 
dia., $10.00 each wholesale.” 

“Bowl, 5” high, $5.00 each” 


should have read: “Bowl, 7” 
dia., $5.00 each wholesale.” 

















VELVET 


Drapes, Showcases, Windows 
rush Resistant 
LOW, LOW PRICES 


Write for samples 


CAROL VELVET COMPANY 


P. O. Box 404 GREENSBORO, N. C. 














[ COIN FRAMES | 


Largest selection in the coun- 
try of fancy and plain 14kt 
gold frames for U. S. gold 
pieces, also any foreign coins, 
many with colored stones, 
genuine or synthetic. Send 
for free catalog. 


Wideband Jewelry Co. 


37 West 47th Street, New 
York 36, N. Y. Dept. 12 
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SAVES ON 
INVENTORY 





e Makes rings 
larger or 
smaller 


®@ Expanding mandrel 
accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


® Reducing die with | 
16 sizing holes permits 
the greatest range of 
reductions. 


Contact your wholesaler or 


a 99 50 


Time Payments 








write for literature to: 


new hermes 
154 West 14th Street, New York 11, N.Y 





Importers of 


shite CHINA 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 


149 5th Ave.. 7 York 10, N. Y. 
AL. 4-6104 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK® China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 











DIAMONDS 


Lowest from Anlwely 
en Direct 
rices 


WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 


Diamond Club, Antwerp, Belgium 
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| =» Edward’s Jewelry in Yuma, Ariz., 
| has moved to 296 Main St. after com- 


| pletion of a $17,000 remodeling job 


| on the new location. 


=» Mission Jewelers has opened a 


| store in Beaumont, Tex., at 499 Pear! 


St.. under the management of Mel 


| Cohen. The firm operates other stores 


in San Antonio and Austin, Tex. 

» Daniels Jewelry in Phoenix, Ariz., 
is one of 38 tenants in the Chris- 
Town shopping center, on which con- 
struction began last June. 

=» Kahn’s Jewelers, 219 Main St., 
Pine Bluff, Ark., celebrated its 50th 
anniversary in 1960. The store is still 
operated by its founder, Andrew G. 
Kahn, and his family. 

=» Gem Jewelry Co. has opened its 
sixth store, the first in a shopping 
center, at Gaylynn shopping center in 
Beaumont, Tex. Gladys Peebles has 
been named manager. 

» Twenty-five visitors to the Texas 
State Fair have each been awarded 
one share of stock in the Zale Jew- 
elry Co. as a result of a contest con- 
ducted at the fair. 

=» Stelfox Jewelers has opened in 
Capital Plaza shopping center in Aus- 
tin, Tex., called the first regional 
shopping center in Central Texas. 

s John Denbo, Claremore, Okla., jew- 
eler, has been elected president of the 
Claremore Chamber of Commerce. 
Denbo also heads the Retail Mer- 
chants Association. 

» Robert C. Conrad and his wife have 
opened a new Conrad’s Jewelers at 
Meadowbrook East shopping center in 
Fort Worth, Tex. 

» Hadley’s Town North Jewelry has 
opened in the new Town North shop- 
ping center in Arlington, Tex. 

=» Zale Jewelry Co.’s rare antique 
watch collection, a 35-watch display 
valued at more than $50,000, was dis- 
played at the Tulsa State Fair and 
the Texas State Fair in Dallas last 
fall. 

»s Lewis Horowitz, with Gordon’s 
Jewelers for 20 years, has been named 
manager of the chain’s Texarkana 
store. Gordon’s also appointed Sam 
Gallerano manager of its store at 510 
Procter St., Port Arthur, and added 
Max Brill to the managerial staff of 
its Pine Bluff, Ark., store. 

» Display and sales space of Allison 
Jewelry in San Angelo, Tex., has 
been trebled by a move from 4 S. 
Fillmore St. to 2108 W. Beauregard. 
=» Bell Jewelers in Enid, Okla., has 
moved from 103 N. Grand St. to 
larger and more modern quarters at 
124 W. Randolph St. 

» Darvin Stapp, owner of two Dar- 
vin Jewelers stores in southeast Tulsa, 
Okla., has announced plans to open a 
third store in that area of the city. 
=» Le Cabochon, a new gift shop, has 


SOUTHWEST Ll 


opened at 1604 S. Boulder St., Tulsa, 


Okla. 

2 Jeanette’s Gift Shop at 1531 E. 
15th St. in Tulsa, Okla., has added a 
new service, replating and repairing 
old silver, and offers free pick up and 
delivery. 

s Zale Jewelry Co. will have a store 
in a new Fort Worth, Tex., shopping 
center under construction at Seminary 
Drive and South Freeway. 

»s Burns Jewelry, 2533 S. Robinson 
St., Oklahoma City, heid a “Going 
Out of Business Sale” in Nevember 
after 40 years in Oklahoma City. 

» Alamo Jewelry Co. was one of the 
winners in a window display contest 
sponsored by San Antonio merchants. 
es QO. L. Bradford, watchmaker for 
McCarley Jewelry in Longview, Tex., 
for the past 25 years, has established 
his own watch repair shop in connec- 
tion with Plaschke Jewelry at 431 S. 
Mobberly St. in Longview. 

ze Leon Rudberg Jewelry Co., diamond 
importers, manufacturers and whole- 
salers in Dallas, Tex., have moved 
their office and factory to larger and 
more modern quarters at 1101 Simons 
Building, 1530 Main St. 

» Bishop and Drew Jewelry opened a 
second store in Tulsa, Okla., at the 
new Ranch Plaza shopping center. 

»s Max Drilling & Co., 55-year-old 
Dallas diamond firm, has moved, in 
the Praetorian Building, to larger 
quarters on the 15th floor. 

e Swiss Chronographs, a 20-minute 
sound film from the Watchmakers of 
Switzerland, was shown at a meeting 
of the Dallas Guild of the Texas 
Watchmakers Association. 

» General Manufacturing Jewelers 
in Dallas has moved from the Prae- 
torian Building to 1105 Simons 
Building at 1530 Main St. The firm 
serves the trade in diamond setting, 
and jewelry repair, designing and 
manufacturing. 

» Shaw Jewelry Co. has leased 2150 
square feet of floor space in the new 
Wonderland shopping center for an- 
other store in suburban San Antonio, 
Tex. 

xe Otto Heffler has been named sales 
department manager at Brodkey’s 
Jewelers in Corpus Christi, Tex. 

» Fernando Sales, a jewelry whole- 
saler in Dallas for 40 years, has ex- 
panded his services to serve the pub- 
lic directly, from his location at Suite 
824 in the building at 711 Main St. 

» The Allied Gift and Jewelry Show 
and the Dallas Gift Show, Feb. 19-23, 
will offer a joint buyer registration 
and directory book. 

=» Bernard Gordon, owner of Tipton’s 
Credit Jewelers in Shawnee, Okla., 
has been promoted in the U. S. Army 
reserve from major to lieutenant 
colonel. 
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=» California Retail Jewelers Associa- 
tion will hold its Northern Convention 
at the Villa Hotel in San Mateo, 
March 12-13. At a November meeting 
of the CRJA board Richard Kern, 
president, appointed Ted Steiner, a 
director from San Mateo, to head the 
event. Other CRJA appointments an- 
nounced: Virgil Luke of Luke & Von- 
dey Jewelers, San Bernardino, editor 
of the CRJA bulletin; and Don Melby 
of Melby Jewelers, Santa Maria, mem- 
bership chairman. 

» David Widess of I. Widess & Sons, 
Los Angeles gem dealers, spoke on 
emeralds at the Nov. 15 meeting of 
the Southern California Guild of 
American Gem Society. 

=» Members of the Northern Califor- 
nia Guild, American Gem _ Society, 
heard Paul Hester, San Francisco di- 
amond cutter, discuss diamond cutting 
at a meeting Nov. 9. Hester’s talk was 
illustrated with slides. 

» The Jewelers 24 Karat Club of 
Southern California held its 16th an- 
nual Champagne Dinner-Dance at the 
Beverly Hilton Hotel in Beverly Hills 
in October. 

m A. C. Vance was guest speaker at 
the last meeting of 1960 of the Santa 
Barbara Watchmakers & Jewelers 
Guild. Robert Westover of the Watch- 
makers of Switzerland was awarded 
honorary Guild membership at the 
Nov. 23 meeting. 

» The Contra Costa Watchmakers & 
Jewelers Guild had Howard Pierce of 
Griffin & Pierce, Martinez, Cal., as 
guest speaker at the Guild’s meeting 
Dec. 6 in Concord, Cal. Pierce’s sub- 
ject was taxes for small businesses. 
» Otto Frei has moved his wholesale 
jewelers’ supply firm to larger quar- 
ters in Room 729, 1419 Broadway, 
Oakland, Cal., the fourth expansion 
move in the same building since the 
firm was established in 1931. 

» Benny Sanchez, former manager 
of chain jewelry stores, has opened his 
own store in the Los Gatos shopping 
center, Los Gatos, Cal. 

=» Kile’s Jewelers in El Segundo, Cal., 
has moved from 126 W. Grand Ave. 
to 208 Main St. 

es I. J. LoMonaco of LoMonaco’s 
Jewelers in San Jose, Cal., has opened 
a second store in East San Jose at 
2904 Alum Rock Ave. 

»s Leo Toussaints Jewelry, formerly 
at 188 Park Ave., Long Beach, Cal., 
has moved to new quarters at 4818 
Second St. 

=» James Newell, president of Imper- 
ial Jewelers, has opened a new store 
at 122 N. Citrus, Covina, Cal. 

=» Glore’s Jewelry has been opened by 
William Glore at 2844 Bancroft Drive, 
Spring Valley, Cal. 

» Verne Martin, former jewelry store 
owner in Auburn, Cal., has come out 
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of retirement and purchased W. F. 
Sugden Jewelry, which he is operating 
at 245 Vernon St., Roseville, Cal. 

» James Higgins has opened a new 
store, known as Higgins Jewelers, at 
Tustin Square, Tustin, Cal. 

» Ralph Carlisle has re-established 
his jewelry business at 4857 Hunting- 
ton Drive in El] Sereno, Cal., following 
completion of a graduate course in 
gemology and advanced diamond 
study. 

=» Norbert Moffatt, jewelry store 
owner in Van Nuys and Canoga Park, 
Cal., has announced his candidacy for 
the third City Council district seat in 
Los Angeles. 

=» Hope Jewelers, a new jewelry store, 
has been established by John Allen 
at 1719 S. Hill St. in Oceanside, Cal. 
»s William Pitt Jewelers, owned and 
operated by Gene Robbins at 267 E. 
Colorado St., Pasadena, Cal., will un- 
dergo a $65,000 remodeling and ex- 
pansion. 

»s Some 200 watchmakers from the 
Pacific Northwest area attended a 
symposium conducted by the Bulova 
Watch Co. at the Olympic Hotel in 
Seattle, Wash., Oct. 31. 

» Hans Hagen has changed the name 
of his Everett, Wash., store to Hag- 
en’s Jewelry. The store’s location has 
been moved from 2921 Colby Ave. to 
2710 Colby Ave. 

=» Lawrence’s Jewelry in Medford, 
Ore., has moved to a new location at 
21 N. Central Ave. 

=» Albany, Ore., jeweler, Willis Clut- 
ter, has moved his business to 743 
Elm St. 

=» Royal Jewelers has opened a store 
in the La Mirada shopping center in 
La Mirada, Cal. 

» H. Wachhorst Co., jewelers in Sac- 
ramento, Cal., since 1850, went out 
of business at the end of 1960, when 
the firm’s owners, Jack, Thomas and 
Donald Wachhorst, decided not to re- 
locate. The building which housed the 
jewelry store is being dismantled. 

»s Hudson Jewelry, under the man- 
agement of Harold L. Rosen, has 
opened in Honor Plaza in Santa Ana, 
Cal. 

» Alfred Behringer, a German watch- 
maker, has been employed by Rudolf’s 
Jewelers on Main St. in La Puente, 
Cal. The store’s owner, Rudolf R. 
Scheffrahn, contacted Behringer 
through an ad placed in a German 
newspaper. 

=» David Fine and his wife have open- 
ed David Fine Jewelers at 54 E. Live 
Oak Ave. in Arcadia, Cal. 

» Dell Williams Jewelers, a new 
store, has opened at 1320 Pacific Ave. 
in Santa Cruz, Cal. 

» Richard Howard and Ralph Char- 
les have taken over Hurst’s jewelry 
in Fillmore, Cal. 


| 
| 
| 











PATS. 
PEND. 


95 


We will pay all ship- 
ping charges to any 
point ert? = U.S. 
exce 

Powerful 40 watt output Hawait) if os ns 
Stainless stee| tank check with order. 


SON TCRATOR 


ULTRASONIC CLEANER 
The lowest priced ultrasonic cleaner ever sold’ 


Buy ONE or 100 and Save! 


Low Prices on Larger Models! 
Simplified one knob contrel for easy operation. 
High Frequency sound waves disintegrate harmful 
soils and contaminants in seconds. Saves time and 
labor, boests production rate, improves product. 
You can replace hazardous chemicals with safe sol- 
vents and even water. 

5-DAY TRIAL 
Choice of 7 beautiful decorator colors to harmo- 
nize with your office or laboratory decor: Ivory 
Wheat yellow, Turquoise, Desert sand, Pale green, 
Soft gray and Coral pink. Please specify color 
when ordering. 


EXTRA TANKS: $49.95 EA.—JUNCTION BOX: $15.95 


Free 5 Year Service Contract 


SEE YOUR DEALER OR ORDER NOW! Dept. 43-JCK-1 


F R E 5 i Traffic-Stopping 


Window Streamers 


> ultrasonic 
alin 


n Canada: 1512 Eglinton Ave. West, Toronto 10, Ont 


Full % gal. capacity 
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PRESTIGE ADVERTISING 
Via the —— orn hie & 


SNAKE STYLE KEY CHAINS 


~ Are Jewelry Finished 
\ 


Ideal for Everyone 


©@ OPEN NEW ACCOUNTS 
@® REVIVE OLD ACCOUNTS 
@ SPECIAL REMEMBRANCE 
e AID TO COLLECTIONS 
Only 27¢ in Gross lets (500's— 
including your message on 
. Shipped prepaid if check ac- 
companies order. (Pa. jewelers add 
sales tax). Free newspaper mat 
for your promotion. App. 4” leng 
overall; tag is 1%” in diameter; 
chain 1%” long: in di- 
ameter. Write fer free sample. 


Disk ecolors—White. Red. Black and 
Assorted. Gold or silver color ehains, 
matching advertisements. 








Wohl « Box 765 « Lancaster, Pa. 








WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194, All Steel Cases, 17 Jewels. Inca- 
bloc, Unbreakable mainspring, Waterproof. $8.75 


Ladies FF 60, 17 Jewels, Incabloc, Unbreakable 
Mainspring, RGP Cases. $9.75 


BILL GRIFFITH IMPORTING CO. 


1225 East 27th Place, Tulsa, Oklahoma 











EMERALDS 


Loos> or mounted. Memo selections to rated 
jewelers. Write 


I. WIDESS & SONS MAdison 6-1471 
220 W. Sth Street, Los Angeles 13, Calif. 
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You've probably heard a lot 


Use the 
JC-K Directory 


of talk these days 
about subliminal advertising 


—you know, that form of sell- 


Live the 
JC-K Directory 


ing that happens 


without your knowing it. Its 


advocates explain that, for 


example, your eye jo. 5in610,, 


picks up a message flashed 


on a screen and transfers it | 


to your brain — below the 


Use the 
JC-K Directory 


threshold of con- 
sciousness. Evidence that a 
drive-in movie has used this 
method successfully to sell 


coca-cola and ,...¢5/"",,,, Pop- 


corn is rather sketchy. Per- 


haps this subtle method ef- | 


fectively sells refreshments. | 


JC-K, however, prefers the 
time-tested, more obvious ap- 


proach — USE THE JC-K 
DIRECTORY ISSUE! 











Executive Appointments 








Jack R. Storti has been appointed 
sales manager for Felco Cultured 
Pearls. Storti, who has 24 years 
experience in merchandizing and 
direct sales in the jewelry field, 
was formerly executive vice-presi- 
dent of Fliex-Let Corp. and most 
recently, president of the Hadley 
Corp. Storti will supervise a newly 
enlarged sales staff for Felco. 


Jay Kay Lazrus, executive vice- 
president of Benrus Watch Co., 
Inc., has been elected a director 


Storti Lazrus 

of the corporation to fill a vacancy 
left by the resignation of Milton 
Biow. Lazrus has been associated 
with Benrus for 15 years, was 
named executive vice-president 
last year. 


John D. Sheaffer has been named 
marketing vice-president of W. A. 
Sheaffer Pen Co., succeeding Ed- 
mund F. Buryan, who resigned to 


Sheaffer Lynch 


become president of the Minne- 
apolis-Moline Co. Leon H. Black 
has been appointed vice-president 
of the pen company’s interna- 
tional operations, a post held by 
Sheaffer since 1953. Black has 
been executive vice-president 
since 1957. Sheaffer has been with 
the firm since 1950, Black since 
1946. 


Feingold Patrick 
Jay Feingold has been appointed 
vice-president in charge of sales 
for K. Polishook and Son Corp. 
of New York, Philadelphia and 
Chicago, manufacturers of rings 
and karat gold jewelry. Feingold 
will accompany Polishook sales- 
men throughout the country, aid- 
ing in the introduction of new 
lines, displays and promotions. 


The board of directors of J. R. 
Wood & Sons, Inc., New York ring 
manufacturer, has made several 
management changes following 


Schwab Wood 

the announcement of the retire- 
ment Jan. 31 of W. Waters 
Schwab, president of the firm 
since 1933. Rawson L. Wood, 
grandson of the company’s found- 
er, remains as board chairman 
and chief exeeutive officer, head- 
ing the new management team. 
Louis A. Patrick, advertising and 
promotion manager since 1949, 
was named vice-president’ in 
charge of marketing. Harry 
Lynch, former Eastern sales man- 
ager of Elgin National Watch Co., 
has joined J. R. Wood as national 
sales manager. Alec Kopstein has 
been appointed to a newly created 
post of assistant to the president. 
Kopstein is a former New York 
representative for A. H. Pond. 
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COMING EVENTS 


JANUARY 


7—Chicago Jewelers Association 
annual banquet, Conrad Hilton Hotel. 

8-13—Atlantic City China and Glass 
Show, Convention Hall, Atlantic City, 
N. J. 

10—Diamond Manufacturers & Im- 
porters Association of America, Inc., 
annual convention, Roosevelt Hotel, 
New York. 

13—Jewelers Vigilance Committee, 
Inc., annual meeting, New York. 

14—Jewelers 24 Karat Club of New 
York annual banquet, Waldorf As- 
toria Hotel. 

15-19—Parker House January Gift 
Show, Parker House, Boston, Mass. 

15-20—New York Lamp and Home 
Furnishing Accessories Show, Hotel 
New Yorker and Trade Show Build- 
ing, New York. 

16-17—Watch Material Distributors 
Association of America annual meet- 
ing, Essex House, New York. 

22-25—Washington Gift Show, Wil- 
lard Hotel, Washington D. C. 

22-27—52nd California Gift Show, 
Ambassador and Biltmore Hotels, 
Brack Shops, Merchandise Mart, Los 
Angeles. 

29-Feb. 1—Carolina Jewelry Mart, 
Radio Center, 3229 S. Blvd., Charlotte, 
N. C. 


FEBRUARY 


2—Fountain Pen & Mechanical Pen- 
cil Manufacturers’ Association, Inc., 
annual meeting, Roosevelt Hotel, New 
York. 

4— Boston Jewelers Club 
banquet, Statler Hilton Hotel. 

5-8—San Francisco Gift Show, San 
Francisco, Cal. 

5-12—-Chicago Gift Show, Palmer 
House and LaSalle Hotels, Chicago. 

12-15—Portland Gift Show, Port- 
land, Ore. 

18-20—Washington Retail Jewelers 
Association annual convention, Olym- 
pic Hotel, Seattle, Wash. 

19-22—-Seattle Gift Show, Seattle, 
Wash. 

19-23 — Dallas Gift Show, Baker 
Hotel, Merchandise Mart, Dallas, Tex. 

19-23—Spring Allied Gift and Jew- 
elry Shew, Hotel Adolphus, Dallas, 
Tex. 

19-24—-Spring Gift and Jewelry 
Show, Dallas Market Center, Dallas, 
Tex. 

20-21—Canadian Jewelers Associa- 
tion annual convention, Royal York 
Hotel, Toronto. 

26—Illinois Retail Jewelers Asso- 
ciation annual convention, Peoria. 

26-Mar. 1—Ohio State Gift Show, 


annual 


JEWELERS’ CIRCULAR-KEYS) ONE, JANUARY 1961 


Hotel Deshler-Hilton, Columbus. 

26-Mar. 3—New York Gift Show, 
Hotel New Yorker and Trade Show 
Building. 


MARCH 


4-5—Horological Association of Ne- 
braska, Inc., annual convention, 
Yancey Hotel, Grand Island. 

5-9—Boston Gift Show, Hotel Stat- 
ler and First Corps Cadet Armory. 

5-9 — Detroit Gift Show, Hotels 
Statler Hilton and Sheraton Cadillac, 
Detroit, Mich. 

11-12—Kansas State Retail Jewel- 
ers Association annual convention, 
Hotel Lassen, Wichita, Kan. 

12—-Minnesota Watchmakers Asso- 
ciation annual convention, Leaming- 
ton Hotel, Minneapolis. 

12-13 — Minnesota Retail Jewelers 
Association annual convention, Lea- 
mington Hotel, Minneapolis. 

13-17—Industrial Diamond Associa- 
tion of America, Inc., annual conven- 
tion, Hollywood Beach Hotel, Holly- 
wood, Fla. 

17-21—_American Gem Society an- 
nual conclave, Sheraton Towers Hotel, 
Chicago. 

18 — Manufacturing Jewelers and 
Silversmiths of America, Inc., annual 
banquet, Statler Hotel, Boston. 

18-20—1961 Pacific Northwest Re- 
tail Jewelers Convention, Olympic 
Hotel, Seattle, Wash. 

19-21 — Indianapolis Gift Show, 
Hotel Claypool, Indianapolis, Ind. 

19-22—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin, Philadelphia. 

20-24—-American Society for Met- 
als, Western Metal Congress and Ex- 
position, Pan Pacific Auditorium, Los 
Angeles. 


APRIL 


15-25—45th Swiss Industries Fair, 
Basle, Switzerland. 

16—Horological Association of Vir- 
ginia, Inc., annual convention, Roa- 
noke. 

17-May 7 — Tokyo International 
Trade Fair, Tokyo, Japan. 

19-21—-Manufacturing Jewelers and 
Silversmiths of America, Inc., conven- 
tion and industrial exposition, Shera- 
ton Biltmore Hotel, Providence, R. I. 

28-May 5— United Jewelry Fall 
Show, Sheraton-Biltmore Hotel, Prov- 
idence, R. I. 

30-May 1—Maryland-Delaware-Dis- 
trict of Columbia Jewelers Associa- 
tion annual convention, Baltimore, 
Md. 

30-May 1—Wisconsin Retail Jewel- 
ers Association annual convention, 


| $T 


| cessors in the jew- 
| elry auction world. ® TO GO OUT 


AMERICA’S BEST KNOWN 


JEWELRY AUCTIONEER 


* 


40 years an | 
advertiser | 
with the 
JEWELERS’ 


- CIRCULAR. | 


KEYSTONE 


NOW LIQUIDATING 
THE MIDDLETONS' JEWELERS 
EXCLUSIVE STOCK OF 
FORT LAUDERDALE, FLORIDA 


Mr. Middleton was four times president of 
the Florida Retail Jewelers Association 


DUE TO ILLNESS SALE WILL BE UNDER THE 
MANAGEMENT OF GEORGE W. HEFFER- 
NAN OF MEMPHIS, A FORMER JEWELER 
OF NATIONAL PROMINENCE AND LONG 
EXPERIENCE. 


* * 


| My previous sale was for the Port Jewel Box 
| of Emporia, Kansas, a firm known from coast 
| to coast for fifty years. A store with stock 
| and fixtures liquidated down to the very key 


in the door. Associated with me in this was 
Mr. & Mrs. Lloyd Port of Windsor, Mo., who 
directed the advertising and management 
of the sale. 


* * 


| THE ABOVE TWO AUCTION SALES MADE 
| BY US WILL GO DOWN IN JEWELRY 
| WORLD HISTORY AS THE MOST SIGNIFI- 
| CANT OF THE DECADE. 


* * 


| MY PREVIOUS RECORD OF ACHIEVEMENTS 


EMBRACED OVER THE YEARS SUCH LIQUI- 
DATIONS AS FEAGANS COMPANY OF LOS 
ANGELES WITH AN INVENTORY OF OVER 


| $3,000,000.00 AND THE SIX LEADING JEW- 
| ELERS OF ST. LOUIS, MO., IN ONE BIG 
| GROUP AUCTION WITH A STOCK OF $l.- 


000,000.00 TAKEN FROM THEIR SIX STORES. 


REFERENCES IN MY EXPERIENC 
_ VIRTUALLY EVERY 
ATE IN T 


HE 
UNION. My record 
for cash results has 


eclipsed all ede- 
~ ¥ WHEN HE DEC! - 


BUSINESS. 


OUR SYSTEM OF LIQUIDATION 


| AND AUCTIONEERING IS FASH- 
_ TONED FOR THE TIMES. EVERY 
_ AUCTION CONDUCTED PER- 
_ SONALLY. 


THOMAS J. FAUSSETT 
921 FLEMING STREET 
HOWELL, MICHIGAN 





NOTHING 
ADDS 
wits 
VALUE 


to your 
merchandise 


THAN 


ENGRAVING 


makes everybody 
an engraver 


new hermes 


ENGRAVING MACHINE CORP. 
154 West 14th Street, New York 11, N. Y. 
4N CANADA: 359 St. James Street West, Montreal, P.Q@ 
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Milwaukee Inn, Milwaukee. 
30-May 9—German Industries Fair, 
Hanover, Germany. 


MAY 


3-13—Fifth annual U. S. World 
Trade Fair, Coliseum, New York. 

6-8—New York State Retail Jewel- 
ers Association, Inc., annual conven- 
tion, Binghamton. 

14-19—-New York Stationery Show, 
Hotel New Yorker, New York. 


JUNE 

§-7—Educational Jewelry Manufac- 
turers Association annual meeting, 
Drake Hotel, Chicago. 

10-11—-Texas Watchmakers Associ- 
ation annual convention, Edinburg. 

18-19—Vermont Retail Jewelers As- 
sociation annual convention, Basin 
Harbor Club, Basin Harbor, Vt. 

25-27—-_New Hampshire Retail Jew- 
elers Association annual convention, 
Farragut Hotel, Rye, N. H. 


sOiT 
6-8—National Association of Watch 
and Clock Collectors, Inc., annual con- 
vention, Santa Monica, Cal. 
15-18—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 


AUGUST 


6-10—Retail Jewelers of America, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 

27-29—Retail Jewelers of America, 
Inc., and California Retail Jewelers 
Association, Pacific Jewelry Show, 
Biltmore Hotel, Los Angeles. 





Obituaries 











David Lampert, 62, president and 
treasurer of D. Lampert, Inc. of 
Chicago, died Nov. 20. A native of 
Russia, Lampert came to the U.S. 
as a minor, started his own busi- 
ness in 1921. 

Morris I. Shanoff, 56, a _ retail 
jeweler who operated Shanoffs in 
the Merchandise Mart Building in 
Chicago since 1930, died Nov. 21. 
Vincent Lomax, operator of a 
jewelry shop at 15 Garden S&t., 
Poughkeepsie, N.Y., died in Octo- 
ber. 

Elmer P. Caldwell, 43, Altoona, 
Pa., jeweler, died in October. 
Edward V. Altman, 57, a founder 
of Altman & Green Jewelers in 
Syracuse, N.Y., died Nov. 8. 
William S. Cocke, 58, a jeweler in 
Memphis, Tenn., died in October. 
Charles T. Devitt, Sr., 63, who re- 
tired last June as vice-president 


of George T. Brodnax, Inc., Mem- 
phis, Tenn., jewelry firm, died Nov. 
8. 

Benjamin Richter, 64, treasurer 
and co-founder of Richter Jew- 
elers, Inc., in New York, died Nov. 
26. 

Bernard E. Hayden, 26, a jewelr 
salesman for Mayor’s Jewelry ir 
Covington, Ky., died in October. 
Charles M. Peters, 65, Lebanon, 
Pa., jeweler, who specialized in the 
repair of antique grandfather 
clocks, died Nov. 3. 

Walter F. Schneck, 60, who retired 
last June from Melchior & 
Schneck Jewelry in Allentown, Pa., 
died in October. 

Yale T. Edelson, 70, a Newark, 
N.J., jewelry store owner for the 
past 32 years, died Nov. 23. 
Leonard Bickart, 50, owner of 
Leonard’s Jewelry in Jeannette, 
Pa., died Nov. 13. 

William F. Sasser, Sr., 51, man- 
ager of Walter R. Thomas Jewelry 
Co’s Newnan, Ga., store, and 
mayor of Senoia, Ga., died in Octo- 
ber. 

Robert M. Phillips, 69, a jeweler 
in Elizabethtown, Ky., died in 
October. 

Arthur L. Howard, owner and op- 
erator of a jewelry store in Bald- 
winsville, N.Y., for 58 years, died 
Nov. 7. 

David Cohn, 71, founder and 
owner of the Denver Jewelry Co., 
Denver, Colo., died Nov. 21. 
Emil Nelson, 76, an owner of the 
Minneapolis, Minn., jewelry man- 
ufacturing firm of Nelson and Nel- 
son, died Nov. 8. 

Paul I. Littman, 29, manager of 
the executive offices of Littman’s 
Jewelers and Opticians, a jewelry 
chain with headquarters in High- 
land Park, N.J., died Nov. 8. 
Goody J. Gensler, 80, a pioneer 
diamond dealer in the San Fran- 
cisco area and co-founder of the 
Gensler-Lee jewelry chain, which 
now numbers 25 stores, died Nov. 
28. 

Lemuel V. Ostrander, 71, founder 
of a Canadian jewelry chain now 
numbering 16 stores, died Nov. 30. 
Ostrander opened his first store in 
Toronto in 1914 with $250 in capi- 
tal. 

Fred G. Geyler, a jewelry manu- 
facturer for 70 years and owner 
of Fred Geyler Co. Inc. of In- 
dianapolis, for 40 years, died in 
October. 
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News of Personnel 





Wally Wigen has been named Cro- 
ton Watch Co. salesman for the North 
and South Dakotas, Minnesota, upper 
peninsula of Michigan and northern 
Iowa. 


Wally Wigen Earl W. Lewis 

Earl W. Lewis has been named ad- 
vertising manager of the Toastmaster 
Division of the McGraw-Edison Co. He 
was formerly vice-president and ac- 
count executive at Meyer Merchandis- 
ing’ Service. 


John E. Lawrence has been named 
manager of Wiss Distributors. Wiss 
Distributors, a subsidiary of Wiss 
Jewelers of Newark, East Orange and 
Montclair, N. J., sells incentive 
awards, industrial gifts and advertis- 
ing specialties. 


International Silver Co. has estab- 
lished separate merchandising units 
for all silver and stainless lines in its 
wholesale division. These are the per- 
sonnel changes involved: 

James J. Hogan is new merchandis- 
ing manager for all silver lines in the 
wholesale division. 

John J. Dinnan takes over as mer- 
chandising manager for all stainless 
lines in the wholesale division. 

Ernest R. Hackbarth has been ap- 
pointed sales manager of wholesale 
lines. 

Each of these men will continue to 
work with S. C. Hemingway, Jr., gen- 
eral sales manager for wholesale 
lines. 

Mr. Hogan’s assistant will be 
George S. Rogers. Mr. Hackbarth’s 
assistant is to be Russell H. Weldon, 
Jr. 


Eterna Watch Co. has announced its 
new corps of salesmen: 

California, Oregon and Washing- 
ton—Harris (Buck) Burrow. 

Arizona and Nevada—George Gil- 
lingham. 

New Mexico and Texas — Derek 
Frank. 

Iowa, Kansas, Minnesota, Missouri, 
North and South Dakotas, Wisconsin 
and Nebraska—N. Dave Olson. 

Connecticut, Maine, Massachusetts, 
New Hamphire, Rhode Island and 
Vermont—John Kan. 

Alaska, Idaho, and Montana — 
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Ralph Erickson. 

Hawaii—George Davis. 

Illinois, Indiana and Michigan—Bill 
McKenzie. 

Alabama, Arkansas, Louisiana, Mis- 
sissippi and Tennessee—Paul Hersey. 

Florida, Georgia and South Carolina 
—Ben Mandel. 

Kentucky, Ohio and West Virginia 
—Tom Heldman. 

Delaware, Maryland, Pennsylvania 
and New York City—John Schmied. 

New Jersey—Charles Weyrich. 

New York state—Irving Sadai. 

Colorado, Utah and Wyoming — 
Gale Fulte. 


Mike Shaw has been appointed sales 
representative to north New Jersey 
by Jacques Kreisler Manufacturing 
Corp. He succeeds Al Benny who has 
been assigned to the Kreisler factory 
headquarters in North Bergen, N. J. 


Walter R. B. Hall Mike Shaw 

Westinghouse Electric Corp.’s Port- 
able Appliance Division has named 
these three new regional sales man- 
agers: 

Walter R. B. Hall will cover the 
Central region with headquarters in 
Cleveland. 

B. C. Bruemmer takes over the 
Northwestern region with headquar- 
ters in Chicago. 

And A. H. Heitzler, Jr., takes over 
the Pacific Coast region with head- 
quarters in San Francisco. 


B. C. Bruemmer A. H. Heitzler, Jr. 


Charles E. Denney has been ap- 


pointed advertising manager for Bul- | 


ova Watch Co.’s special products. He 


will be in charge of advertising for | 


radios, transistorized radios, portable 
stereophonic phonographs, razors and 
other non-watch consumer lines. 
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NOBODY 


in North America can 
conduct a more profitable 
store-wide sale for you 
than Brill & Colmes! 


. BRILL & COLMES HAVE AN 


OUTSTANDING RECORD OF 
SUCCESS 

For 36 years, we have charted the 
right course for jewelers through- 
out the U. S. and Canada. Many 
enlist our services year after year 
—proof positive of our ability! 


. BRILL & COLMES HAVE CON- 


DUCTED MORE SALES THAN 
ANY OTHER SALES ORGANIZA- 
TION IN AMERICA! 

During the past 36 years, we have 
helped thousands of businessmen 
raise cash through stock liquida- 
tion, flat or auction sales, going- 
out-of-business sales, etc. This vast 
experience is available to you! 


. BRILL & COLMES WILL NOT 


UNDERTAKE A SALE UNLESS 
PRELIMINARY ANALYSIS INDI- 
CATES SUCCESS! 


After we study your problem [(with- 
out obligation to you) we will tell 
you what results you can expect. 
We never promise anything we can- 
not accomplish. Our records prove 
that in many cases the results were 
far better than we anticipated! 


. BRILL & COLMES GIVE ALL 


SALES PERSONAL SUPERVISION 


Whether your business is large or 
small, Robert Brill and Louis Colmes 
will give your sale all the attention 
it requires to be successful. Our 
personnel are well-trained and have 
been with us for years! 


If you prefer to sell your 
store—Brill & Colmes will 
give you top dollar! 
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and Associates, Inc. 
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45 West 45th St..N. Y.36 JU 6-2334 
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K&B's ring sizer gives wearer 
good fit despite large knuckles 


A device to eliminate loose rings 
often necessary when the wearer has 
large knuckles has been designed and 
marketed by Karlan & Bleicher. 

Called the “Perfect-Sizer,” the de- 
vice is produced in 14K white or 
yellow gold to match the ring. 

The sizer snaps onto the shank of 
the ring, and expands to the full 


shank size when it passes over a 
knuckle. When the ring reaches its 
normal position, the sizer springs 
back to hold the ring securely in 
place. 

The device will retail at $2.75, and 
it comes on a 12-item display card for 
use either on-counter or in a window. 

Contact your K&B distributor. 


Waltham signs to sell watches 
in Korea, Formosa and Okinawa 

Waltham Watch Co. has signed 
trade agreements for the sale of its 
watches in Korea, Formosa and Oki- 
nawa. The agreements came as a 
result of a recent visit to the Far 
East by Morris Draft, vice president 
of the company. 

These are the business conditions 
Draft found on his tour: 

Australia—Merchants are borrow- 
ing American TV and display tech- 
niques to bolster sales. 

Manila—lIndifferent merchandising 
methods and import restrictions have 
forced 40 of the city’s largest retail- 
ers to form the Manila Watch Asso- 
ciation. 

Hong Kong—Tourist activity bol- 
sters the city’s business picture. 

Japan—Prices have risen consider- 
ably, and for the first time in many 
years Japan is enjoying a favorable 
balance in trade. He also reported 
that greater quality control is being 
displayed by Japanese watch manu- 
facturers, as well as a tendency to 
create rather than copy. 
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Sheffield uses real ballerinas 
to promote “Ballerina” watches 


Sheffield Watch Co. has signed 
agreements with the Royal Ballet of 
Great Britain for in-store promotional 
activities. 

Stores selling Sheffields will fea- 
ture personal appearance in their 
jewelry and accessories departments 
of a Royal Ballet danseuse, who will 
be available to answer questions about 
the “Ballerina” watches. 

In conjunction with the dancer’s 
appearance, Sheffield provides cos- 
tumes from the Royal Ballet wardrobe 
for interior and window display use, 
official ballet photographs, and life- 
size posters announcing the appear- 
ance of the troupe. 

Sheffield also has laid out plans for 
stores to tie in to the promotion with 
awards luncheons for local ballet pa- 
trons and fashion shows. 

Shown here is Sheffield President 
Henry Federman with Annette Page, 
featured ballerina with the Royal 
Ballet. 


‘Incabloc’ maker has regulator 
for average-priced watches 


Universal ‘Escapement, Ltd., of 
Chaux-de-Fonds, Switzerland, the 
makers of the “Incabloc” shock ab- 
sorber, has announced a new Swiss 
watch component—the “Triostat.” 

The device will give average-priced 
jeweled lever watches an accuracy 
comparable with more expensive time 
pieces, Universal Escapement says. 

The “Triostat” will be introduced 
this month. 


Forstner announces extensive 
additions to spring line 

Forstner, Inc., has introduced a 
number of additions in many of its 
lines for the spring 1961 retailing sea- 
son. 

Among new items are miniature 
pendants, added “Americana” watch 
bracelets, charms, tie tacs, modern 
crosses, and special day jewelry. 

Forstner says it expects its new 
adjustable expansion watch band line 
—the “Aristo-Flex—to play a promi- 
nent part in next year’s sales. 


Magnifying lamp's 26-inch arm 
swivels for counter, bench use 


Acme Lite Products’ new fluorescent 
lighted magnifying lamp has a 26-inch 
swivel arm for use over a wide area 
of counter or workbench space. 

The 22-watt circular fluorescent 
tube supplies shadow-free illumina- 
tion. Its center is a five-inch crown 
glass magnifying lens with a focal 
length of 13 inches. 

The units fasten to desks or coun- 
ters with double-bolt clamps, or they 


may be screwed directly to the table 
surface. 

They retail for $32.50 without fluor- 
escent tubes. 

Other models include 45-inch arm 
models and one with weighted base 
for counter-top use. 


WatchMaster offers sales aids 
for "Watch Inspection Month’ 


American Time Products, Inc., man- 
ufacturer of the “WatchMaster” lines, 
has prepared a packet of sales aids 
for jeweler customers’ use during 
March—“National Watch Inspection 
Month.” 

The kit includes a window streamer 
announcing a free electronic watch 
test, newspaper mats for one- and 
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two-column co-op ads, and promo- 
tional ideas. 

The packet is free to users of the 
“‘WatchMaster” (the device’s serial 
number should be included with the 
request) from American Time Prod- 
ucts, Inc., 61-20 Woodside Ave., Wood- 


side 77, N. Y. 


Eterna to feature four watches 
in 1960 advertising campaign 


Eterna Watch Co. of America will 
feature four of its well-known 
watches in “an entirely fresh and 
original advertising thrust” to be 


launched this month. The ads will ap- 
pear in consumer and trade publica- 
tions. 

The four watches are the “Kon 
Tiki,” a fully-waterprofed  auto- 
matic; the “Secretary,” waterproof 
all-steel watch for women; the “Cen- 


tenaire,” men’s thin automatic; and 
the “Golden Heart,” called by Eterna 
“the world’s smallest ballbearing au- 
tomatic for women.” 

The New Year will also see Eterna’s 
enlarged in-store display program 
boosted. Planned are a number of new 
display units, among them the one 
shown here for the “Kon Tiki.” 

Eterna has also announced the con- 
tinued growth of its world-wide or- 
ganization. Eterna agencies are now 
on five continents and in 132 countries. 


Sheaffer counter unit wins 
first award in display contest 


A counter display designed and 
created for W. A. Sheaffer Pen Co. 
has been awarded a blue ribbon by 
the Point-of-Purchase Advertising In- 
stitute in its first annual awards com- 
petition in New York 

The winner was Sheaffer’s counter 
merchandiser for its quality fountain 
pens. It is a four-foot-long illumi- 
nated unit of walnut with brass trim. 
It has four individual trays for dis- 
playing the “PFM,” Lady Sheaffer, 
“Target” and “Snorkel” pens. 

It was named best entry in the 
category of counter merchandisers of 
wood construction. Thomas A. Schutz 
Co., Morton Grove, Ill., was _ the 
builder. 


Timex restyles watches, adds 
14 new displays for retailers 


Timex says its restyled 1961 
watches are “the most radically 
changed in the 1l-year history” of the 
line. 

Timex will have 60 timepieces, some 
of them new to the company. For in- 
stance, it has added a new shock re- 
sistant men’s model, called “Super 
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Duchess says automated watchband machines signal ‘new era’ 


Manufacturing 
Corp. has claimed a “new era in 
watchband manufacture” with the 
unveiling of its automated processes 
for the first step in watchband assem- 
bly. 

The fabrication, manufacture and 
assembly of the heart of the watch- 
band is completed in one operation. 

Duchess says this brings a new era 
for the American watchband industry 
“to effectively compete against the 
influx of cheaper imported bands.” 

Duchess’ program toward automa- 
tion began in 1946 with research into 
perfecting an automatic method of 
producing the intricate mechanism of 
the expansion skeleton. The new sys- 
tem eliminates all of the tedious hand 
operations previously required. 

The machine accepts coils of stain- 


Duchess Jewelry 
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less steel, cuts and forms all individ- 
ual links and loose rivets, aligns the 
more than 100 component parts, and 
rivets them together to predetermined 
lengths. It is all done in one operation. 

Duchess says plans are nearly com- 
pleted for automating the production 
of ladies’ expansion and_ telescope 
bands. At present only men’s bands 
have been automated. 

The company claims theirs are “the 
only bands on the market ... with 
adjustable links at prices competitive 
with non-adjustable imports.” 

Duchess also says it is arranging to 
allow other American manufacturers 
to use the automation process as a 
move to combat foreign encroachment 
on the American jewelry industry. 

Shown here is the skeleton expan- 
sion unit. 
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Thin” which will be available in rec- 
tangular, round and square shapes. It 
will retail at $12.95. 

Four 17-jewel lever movements — 
two men’s and two women’s—are part 
of the 1961 line. The men’s model will 
retail for $15, and the women’s model 
will be $19.95. 

New displays are also being made 
available to retailers who place mini- 
mum “package” orders. All are pilfer- 
proof and illuminated with flashing 
lights. 

Each of the 12 plastic-enclosed dis- 
plays has a back door to thwart pil- 
ferage, while watches are displayed 
in “slide-out” compartments. They 
may be hooked up in series for light- 
ing through one plug. 


Kreisler ‘Band Stand" display 
takes best-in-class award 


Jacques Kreisler Manufacturing 
Co.’s “Band Stand” display won first 
award as best in its class at the 14th 


Annual Show and Exhibit of the 
Point-of-Purchase Advertising Insti- 
tute. 

Displays were judged on the basis 
of function, originality and ingenuity 
of construction. 

“Band Stand” is called a multi-func- 
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tion unit which displays bands, allows 
customers to inspect them, and pro- 
vides storage area for other bands. 

Shown reading the news of the 
award at Kreisler headquarters in 
Bergen, N. J., are (left) Dave Hagen- 
backer, salesman, and Alfred N. 
Miller, advertising director. 


Feature Ring promises strong 
retail aid for expansion ring 


Feature Ring Co. has announced 
“one of the most comprehensive in- 
store programs in ring history” for 
its new “Feature Flex” diamond 
rings. 

Sales aids announced include a mo- 


tion display showing how the ring ex- 
pands and contracts over large 
knuckles; mail stuffers; lapel buttons 
for store personnel; a testimonial let- 
ter from American Testing Labora- 
tories, Inc.; a manufacturer’s war- 
ranty; diamond guarantee bonds; 
store help manuals; a_ four-color 
counter card; TV slides; and news- 
paper ad mats promoting remounting 
and trade-ins. 

The expansion ring has a device in 
the ring that permits shank expan- 
sion up to three sizes for passing over 
a knuckle. When the ring has cleared 
the knuckle, it returns to the wear- 
er’s normal ring size. 

Feature Ring says that with its in- 
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Rrollywood Promione every day of the year 


Lights! Action! Color! All the pageantry 
and glamor of a show-world “first night” 
will be yours to captivate shoppers 

when you install Scintillite in your display 
window! You can’t sell people unless 

you stop them, and Scintillite’s whirling 
light and color stops them, holds 

them spellbound in their tracks, sells 
them for sure. Faceted stones leap 

to glowing life, pearls and flat-ware blaze 
into action, when Scintillite works 

its magic in your store. 


Scintillite is completely new and different 
and cannot be compared to anything 

else you’ve ever seen. You'll agree with 
excited jewelers everywhere that Scintillite 
is fantastic — captivating — dramatic 
beyond description! Ask your jobber for 
a demonstration, or write us today! 


enh lite ORPORATION 


4134 West State Street 


Milwaukee 8, Wisconsin 





terchangeable shanks, any ring may 
be perfectly sized in less than two 
minutes. 

For further details contact your 
wholesaler or Feature Ring Co., Inc., 
130 W. 46th St., New York. 


Freed has 50-piece Valentine's 
Day window display kit 

Freed is offering a Valentine’s Day 
window display kit which contains 50 
pieces of promotional material. 

Included in the kit are three win- 
dow streamers, six window strips, 
three polygons, three eight-inch dia- 
monds, six 14-inch die-cut hearts and 
29 three-inch hearts. 

The kit is $3.50 from Edwin Freed, 
Inc., 150 W. 46th St., New York. 


Bands revolve mysteriously 
on Jacoby-Bender display 


Six watchbands for men and wo- 
men revolving on a mirror is one fea- 
ture of a new display unit from 
J acoby-Bender. 

Besides an unexplained movement 
of the watchbands, the unit is also 
equipped with a blinking panel which 
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reads, “J-B watchband fashions give 
your watch a new look.” 

Two other bands are displayed on 
velvet collars at the base of the mir- 
ror. It holds a total of 17 bands. 

The unit measures 12 by 11 by 5 
inches and is constructed of walnut- 
grained “Marlite.” 

With 17 bands the unit is $105.90 
Keystone from Jacoby-Bender whole- 
salers. 


Sunbeam adds sturdy case 
for ‘Elegance’ lady's shaver 


New presentation case for the Lady 
Sunbeam “Elegance” electric shaver 
has been released to retailers. 

It was designed and produced by 
Farrington Packaging Corp., Need- 
ham Heights, Mass. 

It has a gold star motif on white 
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“Texol” (a leather-like material) 
which covers metal forms. 

The clasp and trim are gold colored. 
Satin and velvet are used for the in- 
terior where the shaver fits into a 
molded well. 

Sunbeam reports its introduction of 
three-blade electric shavers has at- 
tracted a 65 per cent repeat market 
increase from among the 11 million 
present Shavemaster users. These fig- 
ures were presented following a sur- 
vey of sales sources conducted during 
November. 

Of the purchasers who acquired the 
Shavemaster 555 during the period, 
11.9 per cent had previously used 
safety razors, and 9.2 per cent 
changed from another brand of elec- 
tric shaver, Sunbeam said. 

The company also reports that 
sales since the introduction of the 
three-blade model in late summer 
have exceeded the 1959 figures by 
more than 50 per cent. 





Presidential year is theme 
for new Bulova watch series 


Bulova’s “The President” series of 
men’s watches now has an equally 
timely companion watch for women— 
“The First Lady.” 
The new watches stress oval, tear- 
drop, marquise and diamond shapes. 
They have thin matching expansion 
pracelets wich carry through the | TAKE A REALLY CLOSE LOOK and consider a question that only you can answer. 
“inah Sadie” seatehen huen 20deel Are you preparing for and insuring your future on a sound professional basis? 
movements with prices beginning at Or are you one of those too busy trying to meet today’s problems with yesterday’s 
$59.95 FTI. methods to give much thought to the future? 
Don’t lag behind alert or aggressive competition when it is so easy to change 
the picture. In less than six months and without any interruption of your business 
Sheaffer “Pen Pointers" poster activities, you can erase this handicap and surge ahead —a recognized professional 
is mailed to 25,000 schools diamond man fully trained in new effective methods of diamond buying, grading 
and appraising —a man who can stimulate greater interest in diamonds, close 
larger sales and render up-to-date GEMOLOGICAL INSTITUTE 


professional service. Send coupon for GT) OF AMERICA 


11940 SAN VICENTE BOULEVARD 
LOS ANGELES 48. CALIFORNIA 


A poster containing six easy rules 
for better penmanship has been mailed 
by Scholastic Magazines, Inc., for ' 
W. A. Sheaffer Pen Co. to 25,000 free illustrated outline — no obligation. 
public and parochial schools. 

The 11 by 17 inch two-color poster 
is usually posted on school bulletin | PLEASE SEND GIA COURSE DETAILS PLUS A FREE FULL-COLOR PLATE OF OVER 25 GEMS. 
boards for an indefinite time. 

Sheaffer also expects requests for TO sceestenrenscnsnseerenmretstnenreiteehactstintninaeenthipaaeeensamntn eaten 
50,000 more of the posters from FN areersipasicniepriiciinientpinenienttianiysinincniiantetanmamesnigiissidianies 
teachers who want to post them in ERR SCN EOS STATE 
their individual classrooms. GEMOLOGICAL INSTITUTE OF AMERICA / 11940 SAN VICENTE BOULEVARD / LOS ANGELES 
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@® REGULATING the Accutron is 
done by changing the frequency 
of the tuning fork. As men- 
tioned earlier, this frequency 
depends upon the effective 
length of the tuning fork as well 
as its mass and the material 
from which it was made. The ef- 
fective length of the fork can be 
altered by shifting the center of 
gravity of the tines. If the cen- 


can be obtained. 

In Figure 16, the regulator 
has been twisted one “land” in 
the clockwise direction. This has 
caused a very slightly heavier 
mass to be positioned upwards 
of the tine, causing an outward 
shift in the center of gravity. 
As a result, the watch wil! show 
a time loss of exactly two sec- 
onds daily. 


SERVICING 
BULOVA’S 
“ACCUTRON” 


(PART Ill in a series) 


By Henry B. Fried 
JC-K Horological Consultant 


How to regulate it, set the hands, 


replace the power cell, and 


answer your customers’ questions 


ter of gravity is moved outward, 
away from its center, the fre- 
quency of vibration will be less 
and the Accutron will lose time. 
If the center of gravity is moved 
closer to the center of the tuning 
fork, the frequency will increase 
and the Accutron will gain time. 

Such changes are accom- 
plished by the pronged, fric- 
tioned, spring-clip which is at- 
tached to each of the cups at the 
tips of the tuning fork tines 
(Figure 15). These clips are the 
regulators. The prongs of these 
regulator-clips are called “lands” 
and the notches between them 
are termed “grooves.” 

By twisting the clip so that a 
land occupies the spot formerly 
occupied by the adjacent groove, 
a change of two seconds a day 
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However, a correction as small 
as 14 second a day can be made 
by moving the regulator only 
one-quarter of a division. There 
are seven divisions on each of 
the regulators (4 lands, 3 
grooves). Thus, because each di- 
vision is equal to 2 seconds per 
day, it would be impossible to 
make a correction of more than 
28 seconds per day, even if both 
regulators were originally set 
all the way in or out (which 
they are not). An Accutron 
which gains or loses more than 
about a minute a week requires 
servicing—not regulation. 


Setting the Hands 

Unlike ordinary, mainspring- 
powered watches, this electronic 
watch does not have a stem or 


crown on the side of the case. 
The setting crown has been 
placed on the back of the Accu- 
tron so that no projection inter- 
rupts the smooth contour of the 
case. Its location is shown in 
Figure 17. By lifting the setting 
handle to an upright position, as 
in Figure 18, the setting mech- 
anism is engaged. This is equiv- 
alent to pulling out the crown of 
an ordinary watch. The hands 
can then be set by rotating the 
setting handle either clockwise 
or counter-clockwise te bring 











Figure 15. Center of gravity of tuning fork 
is changed by shifting notched spring-clip. 


the hands to the desired posi- 
tion. The handle (or latch as it 
may be called) is then folded 
down, after which the crown 
must be pressed firmly to disen- 
gage the setting mechanism. A 
slight snap indicates that this 
mechanism is in proper position. 
This is the same as pressing in 
the crown of an ordinary watch 
after setting. 


Changing the Power Cell 


Figure 19 shows how the pow- 
er cell (battery) is removed for 
replacement. The hatch opposite 
the setting crown is grooved to 
accommodate a coin, which may 
be used to unscrew the hatch. 
In Figure 19, a dime has been 
used to open the gasketed hatch. 
Turning the watch to dial-up po- 
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sition will now cause the old 
power cell to drop out. A new 
power cell can then be tucked 
into the empty compartment, 
after which the hatch is screwed 
down tightly to assure that the 
watch will be waterproof. 


Position Errors 

The position error of the Ac- 
cutron is very small. All Accu- 
trons have the same relative 
performance in the same posi- 
tion. 

Wrist watches are generally 
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Figure 16. Spring-clip regulator has been 
twisted one “land’’ in clockwise direction. 


tested in the dial up, dial down, 
3 down, 12 down and 9 down 
position. The maximum differ- 
ence in any of these positions in 
all Accutrons is always 5 sec- 
onds per day. Unlike balance- 
wheeled watches, this positional 
error is a function of design and 
cannot be altered or “adjusted”’ 
by the watchmaker. It is a small 
but predictable error. 

The effect of various posi- 
tions on the rate of this elec- 
tronic watch can best be ex- 
plained by referring again to 
the classical tuning fork. When 
the long dimensions of the tun- 
ing fork is horizontal as shown 
in Figure 20, the frequency of 
vibration does not vary whether 
the tines of the fork are along 
side of each other or one over 
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the other. This is because grav- 
ity has no effect on a horizontal 
tuning fork. In most models of 
this watch, the tuning fork is 
mounted along the 12-6 axis of 
the movement. The rates in dial- 
up, dial-down, 3-down and 9- 
down positions will therefore be 
precisely the same. 

When the long dimension of 
the tuning fork is vertical with 
the tines down (Figure 21), 
which is the 12-down position 
in most models of this watch, 
the effect of gravity causes a 


slightly higher tuning fork fre- 
quency. In this position, the 
watch’s rate is 5 seconds per 
day faster than when the fork 
is in the horizontal position. 

Conversely, as shown in Fig- 
ure 22, when the fork is verti- 
cal with the tines up (the 6- 
down position in most models of 
the Accutron), the frequency of 
the fork will decrease, causing a 
rate 5 seconds per day slower 
than when the fork is in the 
horizontal position. The 6-down 
position is rarely experienced 
when this watch is worn on the 
outside of the wrist. 

This small position error is 
taken into consideration in the 
regulation of the watch at the 
factory. It is regulated for per- 
fect timekeeping when worn on 


Figure 17. Back view of “‘Accutron’”’ shows 
setting crown at left, power cell at right. 


the outer side of the wrist. It is 
recommended that if the owner 
prefers to wear this watch on 
the inner side of his wrist 
(making the 6-down position oc- 
cur more frequently) the watch 
should be regulated 3 seconds 
per day faster than the origi- 
nal factory adjustment. 


Temperature Effects 


The effect of various tempera- 
tures on the rate of the Accu- 
tron is far less than on conven- 
tional wrist watches. Accutron 


Figure 18. Setting crown 
handle lifts for operation. 


is designed for accurate per- 
formance under temperature ex- 
tremes from 20° to 120° F. Out- 
side this range, it may not keep 
time accurately, but this is of 
small concern since wrist 
watches are usually only a few 
degrees apart from body tem- 
perature, even in extreme cold 
or hot weather. 


Power Cell 


The power cell used in this 
electronic watch is a _ special 
mercury unit which operates at 
about 1.3 volts. It is designed 
to supply power at its rated 
voltage for at least a year. Al- 
though it seems to be the same 
sort of cell which is used in 
hearing aids, the necessity of 
maintaining level output for a 
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long period at an extremely low 
current drain (less than 1 per 
cent of that used in a hearing 
aid) required a special design. 
According to information 
from Bulova, if a hearing-aid 
battery were used in this watch, 
it would fail after a few months’ 
operation. Only the genuine 
Bulova Accutron power cell is 
recommended by them for use in 
this watch. It is suggested that 
the customer change the power 
cell every 12 months, perhaps on 
his birthday or some other sig- 


nificant anniversary, or on the 
date he received the watch. 
Thus, there will be no possibility 
of power cell failure at an incon- 
venient time. Since the shelf- 
life of the Bulova power cell is 
well over two years, it can be 
purchased in advance of need. 


Resistance to Shock 

The most delicate parts of 
most watches are the balance 
pivots and jewels. Some of these 
have shock resistant devices. In 
Bulova’s electronic tuning fork 
watch, shock protection has been 
provided by the use of a shock 
bridge and stops to limit the 
movement of the tuning fork 
tines so that they cannot be de- 
formed by severe jolting. A 
guard surrounding the index 
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Figure 19. Mercury battery 
is reached through threaded 
hatch on watch’s back plate. 


and pawl jewel fingers has also 
been provided. 


Anti-Magnetic Properties 

The criterion for an 
magnetic” watch is as follows: 
When subjected to a magnetic 


‘‘anti- 


field with a strength of 60 
Gauss and then removed from 
this influence, the watch shall 
operate without being affected 
more than 15 seconds per day. 
Since it has neither balance 
wheel nor hairspring, the Accu- 
tron avoids much of this fault, 
changing rate only a few sec- 
onds per day. 

The watch should not be de- 
liberately exposed to a powerful 
magnetic field such as a demag- 
netizer or a strong permanent 
magnet, since this could de- 
magnetize the permanent mag- 


Figures 20, 21, 22. Tuning fork at 
left (horizontal) has no position error; 
down position (center) causes five 
seconds per day increase; and fork in 
up position at right slows watch five 
seconds per day. 


nets on each of the tuning fork 
tines. However, in normal use, 
this watch can be considered 
“anti-magnetic.”’ Should the Ac- 
cutron be accidentally demag- 
netized, the tuning fork must be 
returned to Bulova for re-mag- 
netizing. 


Jewels 


Because Accutron uses an en- 
tirely new system of timekeep- 
ing, there is no point in compar- 
ing the number of jewels in this 
watch with others which boast 
of high jewel content. There are 
only 17 jewels in this electronic 
watch. 


Wear 

The Accutron has been worn 
by Bulova executives for quite 
some time and, according to in- 
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formation supplied by them, 
wear is practically non-existent. 
Neither has there been a loss in 
timekeeping ability during more 
than three years of testing in 
actual use. 

In mainspring-driven watches, 
wear is due to the high torque 
of the barrel, train wheels and 
escapement. However, Accutron 
has no mainspring with its pow- 
erful pivotal pressures. The 
fastest moving wheel drives the 
slower moving wheels; this gear- 
reduction eliminates most of the 
wear-spots normally found in 


> 


Figure 23. When compared with main- 
spring-driven watches, “Accutron” 
movement has relatively few parts. 


mainspring-driven watches. It 
is like moving the back wheel of 
a bicycle by hand while it is on 
its back as against the great 
pressure needed to turn this 
wheel if the pedals and front 
sprocket had to be activated. 


Servicing 

Figure 23 shows the units of 
a disassembled Accutron move- 
ment. Compared to the main- 
spring-driven watch, there are 
relatively few parts. Because of 
the absence of high torque as in 
mainspring watches, deteriora- 
tion of oil and parts will not oc- 
cur as rapidly. Therefore, Bulo- 
va claims that the Accutron does 
not require frequent periodic 
cleaning for reasons of preven- 
tive maintenance. 

Replacement of parts is done 
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on the module system such as is 
employed by the Armed Forces. 
A module is a unit which can be 
replaced easily and simply with- 
out need for repair or adjust- 
ment. The Accutron contains 
two sub-assemblies or modules, 
which can be removed and re- 
placed as separate units, and 
which do not lend themselves to 
“field repair.” These are the 
complete coil assembly, consist- 
ing of the entire electronic cir- 
cuit and all electrical connec- 
tions; and the complete fork as- 
sembly consisting of the tuning 


Wests 


ed and consequently “read.” 

Another question asked was 
this: If crown is pulled into the 
setting position, would the 
watch stop so that the seconds 
hand could be synchronized? 
Answer: the watch continues to 
run with the crown in hand-set- 
ting position. The seconds hand 
cannot be stopped except by re- 
moving the power cell. 

Another question: Can the 
power cell leak and cause dam- 
age inside the watch? Answer: 
The power cell could be cut in 
two and the contents would not 


, 


+3 


fork, magnets and magnetic 
cups, the index finger and jewel. 
The other parts of the Accutron 
will be familiar to all watch- 
makers. 

A repair manual has been 
prepared and many repairing, 
trouble-shooting and _ servicing 
hints will be covered in the next 
chapter of this article. 

At the symposiums attended 
by this reporter, one of the 
questions asked was: Is it pos- 
sible to test the Accutron on a 
Watch Master timing machine? 
The answer was that with pres- 
ent timing machines it was not 
possible. However, an electronic 
divider is now available as an 
attachment. It picks up the 360 
eycle vibration from the tuning 
fork and converts it to 7.2 cycles 
per second, which can be record- 


run out; thus leakage is not a 
consideration. 

And these replies were given 
to other questions: 

The amplitude of the tuning 
fork is not affected by sound 
waves originating outside the 
watch. 

Shocks do not cause the index 
and pawl jewels to “overbank”’ 
or jump on the side of the wheel. 
This is because the jewels, 
which straddle the thin index 
wheels are rather wide; these 
jewels also serve as banking 
guards for the index finger 
jewel. San 


The next installment will cover 
repair and replacement proce- 
dures. Be sure to read this use- 
ful information in your Feb- 
ruary copy of JC-K. 





WORKSHOP 
QUESTIONS 
and ANSWERS 


BACKWARD ESCAPE — Can you 
give me any information on the 
Roskopt watches? In what coun- 
try were they produced ?—C. R. 
Foster, CMW, Syracuse, N. Y. 
Answer: Ferdinand Roskopf 
was Swiss and he began to make 
watches in that country in 1867. 
They are still produced. He was 
born in 1813 and died in 1872. 
Roskopf, upon the advice of 
Grossman, the noted Swiss hor- 
ological scholar, used the pin 
lever escapement (he did not in- 
vent it). His chief patent—and 
the real feature of a Roskopf— 
is that the barrel is larger than 
half the movement, and the dial 
train is activated from a fric- 
tioned minute wheel which is 
mounted on the large barrel 
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cover. Also, there is no fourth 
wheel. The multiplication of the 
train is taken up by the center 
and third wheels. Therefore the 
escape wheel (generally 18 
teeth) travels in the opposite 
direction from other watches. 
Also, with this arrangement, 
there is no wheel upon which a 
seconds hand may be mounted. 
* ok * 


OUT OF PRODUCTION—The chime 
side will not function on a New 
Haven Westminster Chime elec- 
tric of pre-World War II vintage 
(No. NHS 611-322C). The fac- 
tory turned it down and I have 
been unable to get parts for it. 
Since all the wheels are under 
one plate, it is difficult to as- 
semble and disassemble it re- 
peatedly for inspection and trou- 
ble shooting, especially without 
a service guide or other tech- 
nical data. — G. W. Houston, 
Franklin, Tex. 

Answer: You will not be able 


to obtain New Haven Westmin- 
ster chime electric clock move- 
Try 


ments as replacements. 
James Finn, 11 John St., New 
York, or Charles Snow Clock 
Laboratory, 1639 E. Anaheim, 
Long Beach 13, Calif. They may 
have older movements of this 
model from which parts may be 
used to make up one good clock. 
Or you may be able to send it to 
either of them for servicing. 
Many of these earlier clocks had 
the same motor turning both the 
time and chime sides of the 
clock. As a result the clock was 
under - powered and wear took 
place very quickly. New Haven 
ceased to make clocks a few 
months ago and replacements 
are therefore difficult to obtain. 
* *K * 


RETIRE THE WATCHMASTER? — 
Your column is the first one I 
turn to in JC-K. Now I have a 
question. I use a “Watchmaster”’ 
machine that is 13 years old. I 
feel it may someday show signs 
of wear. Rather than be with- 
out one, I have often thought 
that it would be well to have a 
second machine to fall back upon. 


For many years I felt that a 
cathode ray oscilloscope would 
outdo any other machine on the 
market for speed of interpreting 
rate and errors according to the 
wave forms. Do you know of 
any such machine? — Ralph E. 
Goobmann, Anchorage, Alaska. 

Answer: Thank you for those 
kind words. We like to hear 
them. As for your “old” ma- 
chine, you are probably selling 
it short. They are sturdy and 
well made. With normal care, 
yours should last for a longer 
time than you give it credit for. 
As for another machine, my ad- 
vice is to obtain a new compact 
model which gives automatically 
all the different beat combina- 
tions. As for the oscilloscope 
there are such devices on the 
market, but they require a great 
deal of study by the operator be- 
fore he learns to interpret the 
graph-scope. Actually, it can- 
not tell you the rate of a watch— 
how fast or slow it is going. It 
can tell you the motion of the 
balance, the action of the escape- 
ment and other such actions, but 
not regulation. If you study 
your own or a new timing ma- 
chine as much as you will have 
to study the oscilloscope, you will 
learn probably as much about 
diagnosis of watch ilis as you 
will on the oscilloscope. 

ae 


JEWELED CASE—Can you give 
me the name of someone in New 
York who can pierce watch 
cases for the setting of stones? 
—Sylvette Watch Co., New 
York. 

Answer: Write Albert Karr, 
93 Nassau St., New York; Mal- 
len & Weisel, 87 Nassau St., 
New York; or Elmac Setter, 75 
W. 45th St., New York. 


* * * 


DO-IT-YOURSELF—One of our cus- 
tomers asked us to get informa- 
tion for him on the making of 
grandfathers’ clocks which will 
strike and run by weights. 
Where can we get blueprints ?— 
A. J. Goldfarb, Maiden Lane, 
| # 
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MARCH IS WATCH INSPECTION MONTH 

















FOR 
WATCHMASTER 
USERS ... ONLY 


With printed watch records 
to show customers, no one 
is better equipped than you 
to turn WATCH INSPECTION 
MONTH into big profits. 


To help you get repair work 
and new merchandise sales, 
we have prepared a packet 
of sales aids: — window 


streamer, mats, promotional | 


ideas, FREE, on request. 
YOUR WATCHMASTER SERIAL 
NUMBER MUST BE STATED 
ON YOUR ORDER. 








PROVE the condition of the customer’s watch 
when brought in. . . Prove the excellency of your 
work when finished, with printed chart records 
made by the watch, itself, on the NEW — 


DRUM AND TAPE MODELS 
GUARANTEED ACCURATE TO 1 PART IN 100,000 
ODD BEAT WATCH SETTINGS 


Products of 


American Time Products, Inc. 
61-20 Woodside Ave., Woodside 77, L. 1., N. Y. 





WATCH-RATE RECORDERS - ULTRASONIC WATCH CLEANERS - ULTRASONIC JEWELRY CLEANERS - MAGNETISM ELIMINATORS 
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SECURITY | 
MAINSPRINGS 


for Swiss Watches 


ARE MADE BETTER 


Security Mainsprings are handmade of 
finest Swedish weal . <3 cold rolled, 
heated in charcoal. and tempered in 
methods are 
After 
hand polishing. Main- 
hand finished, oiled and 


animal grease (‘other 


cheaper but not so effective). 
your Security 
springs are 
sealed in moistureproof aluminum foil. 
watch- 


Recognized as the finest by 


makers for over 30 vears. 


In the “Card Indexed” File Cabinet 
No. 21 —1! Gross (1 Each of 144 Nos.) 
Popular Sizes $42.60 


No. 21'4—!/2 Gross (1 Each of 72 Nos.) 
. 28.10 


No. 24!/,—!/> Gross (For American 
Watches) Popular Sizes . 28.60 


Most Popular Sizes 


Order from Your Newall Jobber 


| | <Uy 
me NEWALL & 


_ tc aeo > me 











ACON@ 


THE GUARANTEED WATCH CROWN | 


ACON watcn crown 

50 Eldridge $t., New York 2, N. 1" : 
Gossion igs thay ted Sm 
Seid Whelesclers & tebbans 





We repolr all types of cases, chrono- 
graphs ond stainless, and moke coll & 
springs for cases. We also sell used 
replacement movements. 
Write for Infermation 
BECKER-HECKMAN COMPANY 
Kast Medteen Ch 2, Illinois 











SINCE 1877 
BOWMAN 
TECHNICAL 
SCHOOL 


Courses in Watch- 
. making and repair- 
ing 
You con enter 
anytime 


INDIVIDUAL INSTRUCTION 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


c. E. BOWMAN, Prineipa! 


Send for free Catalogue 
“Your Future & Our Scheel"’ Bowman Bidg., Lancaster, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Approved for 
Veterens & State Rehabilitation 











Answer: The library of the 
Clock Manor Museum has on 
file blueprints for all such clocks. 
They are for sale. Write P.O. 
30x 7127, Capitol Hill Sta., Den- 
ver 6, Colo. 











A lot of “Collectors Corner’’ 
questions ask if a watch or clock 
is valuable because it is old. 

Age itself is not the reason 
the timepiece is sought by col- 
lectors with wads of money in 
outstretched arms. Rarity is the 
main factor. 

Some watches and _ clocks, 
while old and a little bit rare, 
are so unattractive or such poor 
timekeepers, they would not be 
desirable from either a utilitar- 
ian or decorative viewpoint. 

Incidentally, timepieces of the 
one-of-a-kind type are not 
sought after, unless they are the 
work of a well-known maker. 
Falling into the valuable cate- 
gory, for instance, would be the 
experimental clocks by Terry. 

Clocks made before 1830 are 
considered antique. Many time- 
pieces made after that date, 
however, are rarer, and many 
are more desirable to the collec- 
tor than the ones made before 
1830. It is the combination of 
rarity, attractiveness, maker’s 
reputation and, of course, cur- 
rent trends and the taste of the 
collector that make them valu- 
able. 

Sometimes descriptions of 
timepieces come in saying it 
“must be 300 or 400 years old 
and has been in my family for 
over 200 years.” After inspect- 
ing the data or photograph (and 
sometimes the clock itself), it is 
a painful duty to tell the owner 
that the factory making the 
timepiece started production 
sometime after 1850 or as late 
as the 20th century. 

Other times we have to listen 
to people who insist that their 


watch was the only kind of its 
make in the world—when the 
serial number on the movement 
is somewhere in the millions. 

Of course, the rewarding part 
of such correspondence is when 
someone comes up with a gen- 
uine Breguet, or a rare Ameri- 
can clocK,’a rare French watch, 
or a much sought after watch 
made by a famous maker. 

Here is a sample of some o* 
the questions (picked at ran- 
dom) collectors are asking: 

* * * 


ILLINOIS WATCH—When was a 
6-size, Illinois Watch Co. 
(Springfield), hunting, gilt, 
Number 930178 watch made ?— 
Robert Roll Jewelers, Grove 
City, Pa. 

Answer: In 1884. The com- 
pany was taken over by Hamil- 
ton Watch Company, Lancaster, 
Pa., in 1927. 


*k * * 


WOOD WORKS—We have an old 
clock that has been in for ser- 
vice through the years. The 
label inside the clock says, 
“Time is Money .. . Improved 
Clocks ... with brass bushings 
. . . Manufactured and sold by 
Henry A. Miller, Southington, 
Conn., At Wholesale and Re- 
tail. .. .”” Both back and front 
plates are %%-inch oak. The 
wheels are either walnut or 
mahogany. The escape wheel is 
solid brass (unspoked), the 
verge is steel, and bushing is 
expertly inserted in the plates. 
The plates are separated by 
wooden pillars with oak pegs. 
The case is mahogany with up- 
right gold pillars and a head- 
piece. Could you tell us some- 
thing about it? — Fitzgerald’s, 
Milton-Freewater, Ore. 
Answer: Miller of South- 
water, Conn., made tall clocks 
around the 1830’s. These are be- 
coming rare. Many of the Mil- 
lers also made tall clocks in 
Pennsylvania, but Henry A. is 
the only one listed for Southing- 
ton. A sketch of your clock 
would help me recommend col- 
lections of similar clocks. 
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An expert in check-out 


helped us check up 


This test pilot of ours has checked out 
every new design we've had in the last 
two years. His business is finding answers 
to questions. But last week he asked us 
one. 

“Why can’t we rig it so I can buy U. S. 
Savings Bonds out of my salary, automat- 
ically?” he asked. “I want to save, but I 
keep forgetting about it.” 

We told him, of course, that we've had 
Payroll Savings for years. Within minutes 
his card was signed and he was brought 
into the Plan. Then we decided to check 
up and see how many other people on 
our staff had never heard about the Plan. 
There were quite a few. 

A telephone call to our State Savings 
Bond Director was all we needed. He sup- 
plied us with the latest booklets, folders 
and forms. Then he conducted a survey 
straight through our company and put an 
application blank in the hands of every 
single employee. 

There wasnt a bit of pressure about 
this information campaign, but the way 
our people responded was inspiring. They 
proved that the average American wants 
the fine investment security that U. S. 
Savings Bonds provide. 

Today there are more Payroll savers 
than ever before in peacetime. Your State 
Director will be happy to help you install 
a Payroll Savings Plan or build enrollment 
in one already existing. Look him up in 
the phone book or write: Savings Bonds 
Division, U. S. Treasury Dept., Washing- 
ton, D.C, 


THE U.S. GOVERNMENT DOES KOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE 
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CLASSIFIED ADS 


New rates start with March 1960 Issue 


RATES AND REGULATIONS Remittance in Advance 


“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 
tional words 25 cents per word. 

“HELP WANTED’ —“LINES WANTED’’—and “SIDE LINES’ — 
Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 
25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


Name, Address, Initials and Abbre- @ Advertising matter addressed to 

viations count as words. classified advertisers will not be de- 
livered. 

lf answers are to be forwarded, 20 @ Classified ad form closes 10th of 

cents extra to cover postage must the month preceding date of issue. 

be enclosed. @ A box number when used in ad 
counts as five words, that is, Ad- 

No Agency Commission. dress #13, care of J C-K.” 


In answering Box Numbers address envelope “Box —,"' care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not 
enclose letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. 
| BOOKKEEPER, full charge, female; 


complete knowledge of diamond and 
jewelry lines, also selling experience ; 


ROSES ress, “C, 6331," cate of JOK. 


\ 
\ 





_ SALESMAN; top flight, full time; 12 
DIAMOND RING SALESMAN; young, years experience; available Jan. Ist 


gressive; $25,000 yearly  earn- —unexpectedly! jewelers, dept. 
ings; consistently with nationally stores, ete.; address, “S, 6292, 


known ring firm for 10 years; care of JC-K. 

traveling middle Atlantic States; 

best references; will entertain any VERY UNHAPPY WITH PRESENT 

reasonable proposition; principals teste FT aaetandh pew oi = oo in- 

only; address, “W, 6093," care of | — fleaible management; outstanding. re- 

JC -K, = ge you; address, “S, 6186,” care of 
JC-K. 











ESTABLISHED SALESMAN with fal- 
lowing seeks side line for met. New 
York and surrounding area: address. 
‘F, 6302,” care of JC-K 


ME NGRAVER-JEWELER, 14 years ex- 
perience; sober, family man; presently 
employed; at present store 5 years; 
desires change; prefer Gulf States 
area; best references : address, “S, 
6297," care of JC-K. 





NEW Lat, Ix TOP DIAMOND RETAIL 
SAI MAN; suitable for a firm doing 
i. large diamond jewelry business; will 
onsider Florida; address, “D, 6295." | -—-———-----— 
are of JC-K MANAGER, 31, family, experienced in 
. ; = a ee ee. chain operation; presently employed: 
MANAGER, SALESMAN: top experience | excellent diamond and display man; 
in all phases of cash and credit opera- | minimum $7800 plus commissions; lo- 
tion; excellent chain store background: | cation optional; address, “S, 6289,’ 
desires change; location optional; ad- care of JC-K. 
dress, “J, 6298," care of JC-K. 








SALESMAN, MANAGER; 20 years’ ex- MANAGER: Married, 38 years old: 
perience; presently managing store for | pleasing personality and appearance 
large chain; prefer better type credit | with proven sales ability; qualified in 

“A 6309.” care of | all phases of credit jewelry business: 

| presently employed, desires change 

—_ ntieaiiians ee Dae address, ““M, 6330.” care of JC-K. 

MAN FRIDAY, 12 vears experience ; 

nationally advertised diamond jewelry . . _— . 

firm; production; sales nartemnuadines : EXPERIENCED _ SALESMAN, excellent 

full charge office details: New York following in Virginia and Carolinas, 

City: address, “B, 6305.” care of JC-K. interested in permanent connection that 

; : : is good for $11,000 draw plus overide 

potential with hard work; address, “M, 

6303," care of JC-K. 


operation; address, 
JC-Is< 





LE ADING CREDIT DIAMOND ‘SALES. 
MAN seeks 5 day week job, reputable 
New Jersey store; minimum starting 
salary $125 TF fifties ; * ndable; ad- LOS ANGELES; Here’s 1961! Great 

: dress, “S, 0, care of JC-K | opportunity increase retail sales, prof- 

COMBINATION jewelry repairman, dia- | abilities. will’ produce new Bre and 
mond setter; special order work; de- enthusiasm; available now; start $25 
sires permanent position with retail Oe ere DUnkirk 7-2865. 
store; 15 years experience: address. Y 
“S, 6315," care of JC-K. 








— —— JEWELERS, long experience platinum 

WATCHMAKER, good mechanic: 14 stamped jewelry, light specials, repair- 
years fine store, importer experience; | ing as sizing rings, tops, bezels, etc., 
take ree repairs, estimating sales: wishes position; address, GEORGE 
New York City, Long Island, Suburbs: | GASTON, 104 W. 74th St., New York, 
address, “S, 6269,” care of JC-K me Me 
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CONTROLLER; chain background in 
merchandise and expense budgets, 
systems, store audits, installment 
accounting, credit and _ collection, 
taxes, insurance; available Jan. 15; 


address, “B, 6338,” care of JC-K. 





DIAMOND MAN age 35, 10 years experi- 
ence buying, assorting, pricing and 
selling original shipments to loose 
goods following; desires position to 
utilize above qualifications ; $10,000 plus 
aa address, ‘“H, 6296,” care of 
C-K 





IKENGRAVER, advanced student, gradu- 
ate; wishes to locate in a fine jewelry 
Store or engraving shop for more ex- 
perienced amateur; location New York 
City; knowledge of all type lettering 
and monograms; address, “M, 6286,” 
care of JC-K. 





JEWELER, stone and diamond setter and 
Master W atchmaker, wants permanent 
position with finer grade firm; 40 years’ 
experience in the shop; sober, con- 
genial, trustworthy, conscientious : pre- 
fer as jeweler: available immediately : 
address, “D, 6090,” care of JC-K. 





MANAGER; watch and clock importer or 
wholesale jeweler; thorough knowledge 
movements, purchasing, credits, cor- 
respondence, sample lines, sales man- 
agement, etc; supervise watch produc- 
tion and office personnel; address, “F, 
6304," care of JC-K. 





DIAMOND BUYER, cutter, assorter de- 
sires affiliation with reputable concern ; 
offers ample experience with good 
sources of supply combined with loy- 
alty and integrity ; reference available : 
age 36: address, “T, 6220,” care of 
JC-K. 





EXPERIENCED SALESMAN with same 
firm for many years, has broad back- 
ground of selling to retail jewelers: 
has knowledge of Chicago territory and 
knows vast number of jewelers per- 
sonally; address, “B, 6314,” care of 
JC-K. 





SHOW ROOM MANAGER, discount 
‘atalog house; 11 years experience, 
selling jewelry, diamonds, traffic ap- 
pliances, giftware, luggage ; locate 
Miami, Florida; wife ill; best re fer- 
ences, personable; address “G, 6 317, 
eare of JC-K. 











DIAMOND BUYER, cutter, assorter de- 
sires affiliation with reputable concern ; 
offers ample experience with good 
sources of supply combined with loy- 
altv and integrity; reference available ; 
age 36; address, “T, 6220,” care ot 
JC-K. 











TOP MAN, executive ability, 36 years 

old, married; 16 years diversified ex- 
presently managing large 
volume credit store and enjoying the 


perience ; 


finest reputation; I wish to associate 
myself with progressive concern that 
has room for advancement; prefer 
Metropolitan New York area; address, 
“B, 6324,” care of JC-K. 


es 


NEED TOP ADVERTISING MANAGER?” 
Man with combination of creative and 
administrative ability to head depart- 
ment: unique record combines over 15 
years in advertising, promotional buy- 
ing for large Midwest jewelry chain, 
with wide range experience in news- 
paper, TV, direct mail, radio and point- 
of-sale ; comprehe nsive layouts and 
commercial artist as well; address, 
ey ane care of JC-K 














SALESMAN; Middlewest salesman with 
an est: iblished territory calling on the 
fine jewelers and department stores and 
specialty shops for the past twenty 
(20) years, wants high class mfr. line 
on a side line basis to represent; this 
tirm must have been previously rep- 
resented in this territory and extend 
a drawing account against commission ; 
am very well known throughout this 
territory; can guarantee immediate 
results to right firm; address, “B, 
6260,” care of JC-K. 
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LINES WANTED 


DIAMOND SALESMAN covering small 
and large towns in Middle Atlantic 
States for 12 years, enjoying ‘'4 
million dollar volume; now avail- 
able for diamond, stone rings, wed- 
ding rings, watch lines, catalogue 
lines, etc.; interested in one good 
major line or several lines; will 
entertain any reasonable proposi- 
tion; address, “A, 6310,” care of 


JC-K. 


SAL ESMAN; I sell best volume users in 
New York and neighboring states: open 
for short hot line; address, “W, 6235,’ 
care of JC-K 


SALESMAN WANTS direct line for 
jewelry, gift and department stores; 
state of Florida ; address, “R, 6277,’ 
care of JC-K 


NEW ENGLAND; full coverage depart- 
ment stores, jewelers & better gift 
shops; need one additional line; ad- 
dress, ““R, 6293,” care of JC-K 

SALESMAN; highly experienced and well 
known throughout the industry: desires 
topflight line for West Coast: excellent 
personal following; address, “R, 6i08,"’ 
care of JC-K 


NOW COVERING New York, New Jer- 
sey; fine jewelers, gift shops, large 
stores; compact line only; top flight 
representation ; address, “S, 6294,” care 
of JC-K 


SALESMAN with 20 years selling ex- 
perience to jobbers and _ chain; 
handle large volume; for West 
Coast; permanent Los Angeles of- 
fice ; address, “625,” eare of JC-K. 


EXTREMELY WELL QU ALIFIED 
travel-salesman, experienced, educated 
and personable, desires connection with 
number one firm; no side lines please: 
available January Ist; address, “S, 
6181,” care of JC-K. 

SALESMAN, with established territory in 
New York, surrounding states; 13 years 
of successful selling with record of 
building business, seeks top line with 
active accounts ony ;- address, “G, 
6234,” care of JC-K 
































SALESMAN with extensive following in 
the Southwest and 15 years’ experience; 
headquarters, Dallas, Texas; desires 
making connection with A-1 company 
with strong line; address, “K, 6282,” 
care of JC-K. 








SAL ESMAN with ‘trees nes and es- 
tablished following among jobbers 
and larger chains in Midwest and 
South, seeks additional line; High- 
est ae address, ““M, 6337,” 


care of JC-K 


M. ANUFACTURERS REPRESENTA- 
TIVE interested in popular priced line: 
compact and attractive; not interested 
in draw; strictly commission basis: 
cover retail and department stores in 
Delaware, Maryland, D. C., Virginia: 
address, “P, 6204,” eare of JC-K. 

EXPE RIENC ED R E PRESENTATIVE, 
excellent following Chicago, Midwest. 
with jewelers, dept. stores, jobbers, 
spec. shops, mail order houses; inter- 
ested manufacturers or top line; 
Chicago office; address, “L, 6314," care 
of JC-K. 

TOP-FLIGHT SALESMEN, SEEK 
NEW LINES FOR MICHIGAN AND 
OHIO AREAS; wide experience, ag- 
gressiveness, proven sales ability 
and thorough knowledge of jewelry 
and allied lines; write to DETROIT 
JEWELRY SALES ASSOCIATES, 
1016 Michigan Bldg., Detroit 26, 
Mich. 
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COMPANION LINE WANTED for fine 
well known established 50 years, 14K 
line; known and bought by better 
jewelers for Midwest, South, South- 
west, larger medium cities; line must 
conform as to fine finish, style, quality, 
“not just price” yet competative as 
present line ; will consider only 
established now active selling line; 
diversified, tailored, stone, set pearl, 
14K platinum & diamonds; no ring 
line ; present line, staples, small charms, 
lockets, crosses, etc.; name upon re- 
quest; closed territory rights: draw 
against commission; anticipated $200,- 
000 volume; contact at once as on 
territory February 1; address, “W, 
6311,” care of JC-K. 


SIDE LINES 


SALESMEN (2) Calif. Tex. 14K line 
charms, pins, earrings commi: ‘sion ; 
write full details, referenc es to “F, 


251,” care of JC-K. 





SALESMAN with established following 
to carry top line chronographs, skin 
divers: alarm, electric and convention- 
al wrist watches; exclusive territories; 
write BOX 106, Gardena, Calif. 








COSTUME JEWELRY salesman to carry 
small side line of better jewelry for 
department and jewelry stores; com- 
mission basis; address, “C, 6339," 
eare of JC-K. 





SALESMAN WANTED to cover West 
Coast: to carry fine line of 14K ladies 
watch bracelets; must call on finest 
stores: address, “J, 6319," care of 
JC-K. 








SALESMAN for West Coast and South; 
commission only; well regarded manu- 
facturer; platinum bracelets, necklaces, 
earrings, brooches, pendants, bracelet 
watches and watch attachments; ad- 
dress, “R, 6300,” care of JC-K. 








SALESMEN established following 
a iy that and chain stores to 
carry a popular priced gold stone ring 
line; state experience, territory, refer- 
ences: drawing against commission ; 
address, “C, 6289, care of JC-k. 








SIDE LINE SALESMAN wanted to carry 
fast selling ladies and gents rings: 
established territory with excellent op- 
portunity; high commission; corre- 
spondence —ae address, “F, 
6329,” care of JC-K. 





MANUE FAC CTU RER 14 K sills 
rings, diamond wedding rings, Linde 
Star rings; to retailer; several ter- 
ritories open; high commission; 
give details first letter; address, “S, 


6355," « care of _ K. 





SALESMAN with established territory 
calling on retail stores; manufacturer 
at ladies 14K stone rings, pearl rings, 
14K crosses, gents 10K stone rings; 
drawing against commission; excep- 
tion: s , oppor tunity ; references; address, 
“ds; 299," care of JC-K. 








SALESMAN WANTED; with retail fol- 
lowing for area East of Mississippi 
River exclusive of Chicago; high 
style platinum and gold diamond 
rings ; exceptionally fine side line; 
include references and experience ; 


address, “J, 6221,” care of JC-K. 





NATIONALLY KNOWN watch band line 
has openings in several territories; line 
is light, compact and easy to work 
with; ideal second line for man with 
established retailer following; straight 
commission and territory protection; 
state territory, experience and refer- 
ences; address, “A, 6265,” care of 
JC-K. 








SALESMEN FOR PROVEN fast selling 
promotional idea; no merchandise 
to sell; high immediate commis- 
sion ; small sample kit is all you 
carry; exclusive territory; state 
coverage and experience; ‘excellent 
profit opportunity; address, “S, 
6210,” care of JC-K. 

SALESMEN FOR LOOSE DIA- 
MONDS; if you are a salesman in 
mountings or watch cases you can 
sell to the same customer loose dia- 
monds; credit terms to good ac- 
counts; excellent opportunity for 
the right men; address, “K, 6245,” 
eare of JC-K. 


EMBLEMATIC JEWELRY SALES- 
MEN; best quality, complete selec- 
tion of emblem costume jewelry; 
sell from few trays and catalogs to 
fraternal dealers, regalia mfrs., spe- 
cial outlets; most territories open; 
territorial protection; commission 
basis; write full particulars; RALPH 
SINGER CO., 656 N. Western Ave., 
Chicago 12, Il. 


WEST COAST SALESMAN covering 
retail jewelers and dept. stores; will 
represent a well established manu- 
facturer of fine quality (priced to 
sell) ladies’ and gents’ stone rings, 
cult. pearl rings and wedding rings; 
many established accounts in Calif.: 
wonderful opportunity for energetic 
go-getter; liberal commission plus 
bonus; state experience and give 
references; address, “D, 6323,” 
eare of JC-K. 























HELP WANTED 


PACIFIC COAST SALESMAN; SEE 
_ OUR AD ON PAGE 74, 








SEE OUR AD ON PAGE 83. MEYER 
JEWELRY CO. 


WATCHMAKER, under 40; 
able bodied; top salary, 
ce or Ohio City of 15,000; 

; 288,’" care of IC-K. 








willing and 
permanent 
address, 





SALESMEN to sell acostenbeansle dia- 
mond set rings; also 14K charms 
and bracelets ; address, “R, 5945,” 


eare of JC-K 





ASSORTER; qualified, ex- 
single-full cut szes:; state 
salary ; location, 





DIAMOND 
perience, . 
references, exper ience, 
New York City; 
care of JC-K. 


‘ 


address, “R, 


LONG ESTABLISHED manufacturer has 
unusual new line cuff links retailing 
$1.00; will make exceptional sideline ; 
all territories open: commission basis; 
address. “W. 6308." care of JC-K. 





SALESMEN WANTED to represent lead- 
ing 14K gold charm line: many ter- 
ritories still available: N x = 
JEWELER Y CREATIONS, 50 E ldrids 
St.. New York Zz Ne 


WANTED RETAIL SALESMAN, watch- 
maker and ears repair; must be 
A-1 craftsman; occasionally must take 
full charge of store; address, “W 
6278," care of JC-K. 


CULTURED PEARL eal ieee im- 
porter has opening for sales mana- 
ger; excellent opportunity in rap- 
idly growing business; address, “*N, 
6291,” care of JC-K 
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ENGRAVER, EXPERIENCED, who can 
do minor jewelry repair work: steady 
job in pleasant environment; Milwau- 
kee; write qualifications and salary ex- 
pected address, “S 144," car o 
JIC-K 


WATCHMAKER experienced; five day 
week idea! working conditions in 
Northern Ohio City: permanent job; 
state age, experience, salary expected, 
in first letter; address, “‘R, 2165,’ care 
f JC-K 





SALESMAN with established following; 
territorial resident; a areas open 
except East Coast; carry side line of 
mountings and semi-mounted diamond 
rings for New York manufacturer; 
iddress, “A, 6327,” care of JC-K. 

BEST SALESMAN for New England 
wanted by ADMARK for America’s 
leading line of scarab jewelry; es- 
tablished accounts, drawing; AD- 
MARK, 714 Sansom St., Phila. 6, 
Pa, 

BEST SALESMAN for Ohio, Indiana 
and Kentucky territory wanted by 
ADMARK for America’s leading line 
of searab jewelry; established ac- 
counts, drawing; ADMARK, 714 


Sansom St.. Phila. 6. Pa. 


DIAMOND SALESMEN with good fol- 
lowing among jewelry manufactur- 
ers; drawing against commission; 
excellent opportunity for the right 
men; address, “K, 6246,” care of 
JC-K. 





ENGRAVER, first class only: must be 
able to carve seals and crests: year 
round work; located in Miami, Florida: 
zive age, experience, personal back- 
ground, telephone number in _ first 
etter; all information held confidential ; 
rddress, “ae 6301." care of JIC-K. 

LARGE GROWING EASTERN CHAIN, 

having stores in the Northeast and 

Florida, has openings for experi- 
enced jewelry men aS managers or 
sistant managers; good salary, pen- 
ion plan and other benefits: address, 

R. 6283." care of JC-K. 








MANUFACTURER of medium priced 
ladies and gents stone rings, pearl! rings, 
rents diamond mountings and charms: 
must have following among retail 
ewelers and department stores: high 
Ommission territories open; address, 
“FE, 6316,” care of JC-K. 





SALESMAN, with initiative, for Middle- 
west area established route, to sell a 
competitive line of plain, fancy and 


engraved wedding bands to jobbers and 
manufacturers for a well established 
KMastern firm; address, “S, 6328," care 
of JC-K. 

EXPANDING jewelry chain needs first 
class sales manager: several loca- 
tions open; top salary scale, plus 
possibility of supervising several 
stores; we are willing to pay for the 
job; address, MR. C. J. SILVER, 
14 W. 7th St., St. Paul, Minnesota. 

JEWELRY SALESMAN; young, ag- 
gressive to sell fine gold filled and 
sterling ladies jewelry to stores in 
New York City; draw against liberal 
commission; address, E. F, PAGE 
CO., 562 Fifth Ave., New York. 
Me Me 


SALESMAN FOR New Yerk City and 
State; calling on retail jewelers, de- 
partment stores and resident buyers 
for America’s leading line of scarab 
jewelry; established accounts, draw- 
ing; ADMARK, 714 Sansom St.. 


Phila. 6. Pa. 
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SALESMEN with following for Midwest 
and Southwest, also Michigan, Ohio and 
Indiana territories; established line 
imported clocks, travel, boudoir, alarms, 
wall, chime, cuckoo and battery clocks: 
rated progressive firm selling to re- 
tailers, jobbers and chain stores; ad- 
dress, “K, 6281,” care of JC-K. 








WATCHMAKER; must have top ability 
for fine progressive AGS type opera- 
tion: excellent working conditions, 
spacious air conditioned shop; salary 
or commission based on production: 
college town 45,000 population; full 
particulars first letter; write, BOX 

1169, Tallahassee, Florida. 


WANTED high class sales representa- 
tive by manufacturer of fine gold 
chain jewelry to call on _ top-rated 
stores in Delaware, Eastern Ohio, 
Maryland, Penna., New Jersey, Norfolk, 
Va. and Wash. D. C.; non-conflicting 
side line acceptable: must have car; 
address, “S, 6322,” care of JC-K. 





MANUFACTURER of the world’s most 
outstanding line of 14K gold 
charms has territories open for top 
men only, who have established fo!- 
lowing: this may be carried in con- 
junction with a non-conflicting lire 
of similar quality; address, “FE. 


6333.” eare of JC-K. 





MANAGER, CREDIT JEWELRY 
STORE; must be top-notch sales- 
man with thorough knowledge of 
retail credit chain operation; send 
all details and referen-ves; E. H. 
GOODMAN, GOODMAN JEWEL- 
ERS, 401 “E” St.. San Bernardino, 
Calif. 

OPENING IN NORTH CAROLINA fo: 
experienced man who understands 
credit jewelry business from A to Z 
none other need apply; married man 
preferred and must be capable of pro- 
moting, window dressing, credit an‘ 
advertising; permanent future with 
good firm; give full particulars in first 
letter: address, “S, 6284,’ care of JC-K 








SALESMAN; we are looking for an 
aggressive salesman, 30 to 50, to act 
as front man in AGS type operation: 
excellent opportunity for qualified man ; 
give full particulars, general back- 
ground experience and snapshot: all 
replies strictly confidential; position 
open February Ist; write, BOX 1169, 
Tallahassee, Florida. 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions ; 
excellent working conditions; high pay 
state age, experience. People’s Watch 
Repair Company, 245 23rd St., Toledo 
Ohio. 





DIAMOND RING SALESMEN; Calif.. 
Oregon, Wash., also Southwest, 
wanted by leading New York dia- 
mond ring firm; complete diamond 
ring line also pearl rings, Linde 
Stars, diamond watch attachments 
and wedding rings; established ac- 
counts; drawing against commis- 
sion; send full details in first letter; 


address, “D, 6325,°’ care of JC-K. 


LARGE GROWING EASTERN CHAIN, 
having stores in the Northeast and 
Florida, has openings for experi- 
enced jewelry men as managers or 


assistant managers; good salary. 
pension plan and other bevefits; 
write, S. W. RUDOLPH, RU- 
DOLPH’S DEPENDABLE JEWEL- 
- 541 S. Clinton St., Syracuse, 
Pe Ke 





MANUFACTURER of stone and wea- 
ding rings now going direct to re- 
tail jewelers; line is well known 
and well received; wonderful op- 
portunity to make money for those 
now selling to retail jewelers; 
liberal draw against commission; 
protected territory; give full de- 
tails in first letter with photo; ad- 
dress “D, 6244,” care of JC-K. 





MANUFACTURER of stone and wed- 
ding rings now going direct to re- 
tail jewelers; line is well known 
and well received: wonderful op- 
portunity to make money for those 
now selling to retail jewelers; 
liberal draw against commission; 
protected territory; give full de- 
tails in first letter with photo: ad- 
dress “D, 6244.” care of JC-K. 





REPRESENTATIVE covering South- 
east; must travel territory at least 
4 times a year: we offer two well 
known lines of clocks and watches; 
our volume lies with discount, pre- 
mium, catalogs, chains, jobbers, 
larger retailers; good deal for right 
man or organization covering these 
trades; address, “H, 6334,” care of 
Jc-K, 


AMAZING LINE for jewelry salesmen; 
tail jewelry store following: sell ex- 
clusive, patented Vari-Gem ladies and 
gents gold stone ring line with inter- 
chanveable stones: compact line; ex 
cellent commission: territories open; 
Calif. (north of Los Angeles), Michi- 
gan, New York State, Penna., Georgia 
end Florida: address, DAVID PFEF- 
FER CoO. INC... 106 Fulton St.. New 
York 38, N. Y. 


WANTED, DIAMOND ASSORTER; 
leading California diamond ring 
manufacturer seeks an experienced 
diamond assorter familiar with all 
phases of the business; “permanent 
position” this position will offer an 
excellent opportunity to the right 
person; only men or women with 
proven experience need apply; W. 
F. SEBEL CO.. INC., 315 W. Sth 
St.. Los Angeles, Calif. 


WATCHMAKERS and estimators, for re- 
pair departments in retai! department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility ; positions open in_ the 
East, South, Midwest and Southwest; 
address “Circular Box 356," 3°60 N. 
Michigan Ave., Chicago, Illinois. 





DIAMOND MAN for one of the South’s 
oldest and largest retail firms; un- 
excelled opportunity for settled in- 
dividual with experience in fine re- 
tail area; credit store experience 
does not qualify; salary open; 
please submit recent photograph 
and complete background informa- 
tion of experience; all replies con- 
fidential but must stand rigid in- 
vestigation; contact first by mail 
only; E. P. HALTOM, PRES., 614 
Main St., Fort Worth, Texas. 
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SALESMAN WANTED to call on estab- 
lished retail accounts in Florida, S8S. 
Car., Southern Georgia, representing 
America’s leading photographic distrib- 
utor; excellent opportunity to supple- 
ment present line(s) with popular 
cameras and accessory equipment; 
photographic background not neces- 
sary; liberal compensation plan; write 
confidentially, giving sales experience 
and current products handled to: J. 
CLAIBORNE, General Sales Manager, 
AREL INC., 4916 Shaw Ave., St. Louis, 
Missouri. 

CREDIT JEWEL RY STORE MANA- 
GERS: here is opportunity of a life 
time for 6 men who can assume 
responsibility and show results; we 
operate a chain of 65 stores from 
N. Carolina to Florida, with open- 
ings in many cities, including At- 
lanta; we have company life insur- 
ance, paid vacations and profit shar- 
ing plan; write S. K. FRIEDMAN, 
FRIEDMAN’S JEWELERS, 37 
Peachtree, Atlanta, Ga., stating sal- 
ary now making and expected start- 
ing salary; enclose recent snapshot. 








DIAMOND RING SALESMAN wanted 
for established territory; Illinois, 
lowa, Minnesota, Wisconsin; nation- 
ally known outstanding promotional 
diamond ring manufacturer seeks 
aggressive, promotionally minded, 
established and experienced sales 
representative; write full resume of 
your experience, background and 
retail following in your first letter 
all correspondence will be kept in 
strictest confidence; write to LIE- 
BER & LERNER, INC. 305 E. 46 
st. New York 17, N. Y. 


JEWELRY SALESMAN wanted for 
Southwestern territory, resident of 
area preferred; well known manu- 
facturer of diamond ring sets in 
platinum and gold, mounted and 
semi-mounted, brooches, earrings. 
pearl and diamond items and yellow 
gold jewelry are important in this 
diversified line of saleable merchan- 
dise; we have a strong and loyal 
established following; liberal draw- 
ing against commission; replies con- 
fidential; address, “S, 6306.” care 
of ae -K. 


UNUSUAL - OPPORTUNITY FOR 
PROMOTIONALLY MINDED DIA- 
MOND SALESMAN; top diamond 
ring manufacturer with national 
reputation, offers the opportunity 
of a life time to one or two out- 
standing salesmen; if you are a 
promotionally minded, aggressive. 
hard hitting salesman with a proven 
sales record and desire a permanent 
“profitable” connection we would 
like to hear from you; all corre- 
spondence confidential; W.  F. 
SEBEL CO., INC., 315 W. Sth St.. 
Los Amgotes, Calif. 





SALESMEN, C OSTU ME JEW ELRY; 
nationally publicized manufacturer 
of beads, gold plated antique repro- 
ductions and genuine stone jewelry 
will pay 12% commission with ter- 
ritorial rights to men experienced 
in better priced jewelry for depart- 
ment, specialty and jewelry stores; 
non-conflicting line permitted; re- 
plies confidential; territories open: 
Baltimore, Phila., Wash., Rocky 
Mountains, Central Northwest, Den- 
ver west, Michigan, Ohio, West 
Virginia; address, “D, 6287.” care 
of JC-K. 
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LAR-KEYSTONE. JANUARY 196 


SALESMEN; leading 
jewelry manufacturer has opening 
for established West Coast terri- 
tory; ours is one of the finest, na- 
tionally known quality line of ex- 
clusive 14K dises, charms, pins and 
earrings; only top flight salesmen 
with well established following in 
fine retail and department stores 
need apply; will not sell to discount 
houses or wholesalers; require ex- 
tensive coverage of territory; will 
not object to non-conflicting lines; 
commission basis; state experience, 
territory covered and _ references; 
replies kept confidential; address. 


“i, 6257," ” care of Jc “Ke 


9 £4 yet JEWELERY STORE 

AGERS: we are looking for ; 
store managers—not ‘“desk’’ managers! 
The men we want must be aggressiv:« 
merchandisers who are willing to de- 
vote whatever time it takes to promote 
business in volume through window 
displays, in-store displays, training of 
salesmen, telephone selling, etc.;: these 
men must firmly believe that proper 
credit information and maintenance of 
collections in volume are as important 
as making the sale; opportunity un- 
limited; salary up to $10,000 plus 
bonuses based on experience and per- 
formance; we are a large 39 store 
chain of credit jewelry stores located in 
the Southeastern United States send 
‘complete resume to “A, 6307,” care of 
JC-K, 


SALESMEN WANTED; ean earn $25,- 
000 per year; positively no sales 
resistance; top rated firm with na- 
tionally distributed catalogs; needs 
men to sell gold and platinum find- 
ings and castings, finished jewelry, 
charms, bracelets, rings, etc.; sell 
to manufacturing jewelers, jobbers. 
retail jewelers, repair men and cat- 
alog houses; wedding rings, discs, 
spiral bracelets, sold by dwt.; to 
meet the toughest competition; 
light-weight sample line, sell mainly 
through catalog; all territories 
open; attractive salary, plus com- 
mission; must have some following 
and knowledge of industry; must 
be full time; references held in 
strictest confidence; address, NA- 
TIONAL FINDINGS CORP., 125 W 
45 St., New York 36, N. 


WHOL ESALE JEWELRY SALEsS- 
MEN, EXPERIENCED; our plans 
for 1961 call for the addition of 
several good salesmen to call on re- 
tail jewelers; commission, drawing 
account; MANY ADVANTAGES: 
best sample lines, including dia- 
monds, watches, jewelry, clocks and 
silverware; big catalog; restricted 
territories; Blue Cross and Blue 
Shield available; retirement plan; 
IF YOU CAN SELL, write us about 
yourself, giving age, education and 
background and approximate _ vol- 
ume done in the territory in which 
you are interested: also send a late 
snapshot; all replies held = strictls 
confidential; none of vour refer- 
ences will be contacted without 
your permission; address, THE 
PRESIDENT, A. C. BECKEN CO.., 
P. O. Box 1, Chicago 90, Illinois. 


JEWELRY STORE; Miami, Fla.: 100% 
location; 5 years; address, “P, 5064,’ 


care of JC-K 


CREDIT JEWELRY, TEXAS; must pe 
sold at once; health; $150,000 velume 
can be bought right; only those iater- 
ested in operating reply to “T, 63512 
care of JC-K. 

SM ALL JEWELRY STORE, weil estab- 
lished: ideal for good watcnmaker ; 
largest repair business in town; re- 
tiring; WALKER JEWELRY, Madison, 
S. Dakota. 





JEWELRY STORE: location, 100%; 10 
years in business; must retire; tre- 
mendous repair and excellent selling 
store; small inventory; will accept 
first re ennquante offer: no time to waste, 
addre “J, 6285.” care of IC -K. 








“JEWELRY STORE. mood busi- 

watchmaker and wife: low 
rent, good lease: health reason for 
selling; price can be adjusted to what 
you want: located in northern Calif. ; 
address, ~n 6233," care of JC-h. 

ROY'S TE RR EK HAUTE, INDL ANA; com- 
plete store set up; mahogony wall and 
mang cases, office, window, lighting 
fixtures, York air-conditioner; every- 
thing perfect; cost $14,500; sacrifice 
SZSU0, 


SM ALL 


ness for 


JEWELRY STORE in heart of Teanes- 
see resort area; established 15 years; 
all watch, china, crystal, silver lines; 
new front: low, low rent; good payroll 
town: modern fixtures; address, “I, 

bh: 536.” care of JC-K. 

JEWELRY 
ana: prime 


STOR E Indianapolis, “‘Indi- 

location, well established 
shopping area; overhead low, can be 
successfully operated by watchmaker 
and one helper or suitable for large 
volume operation; over 2,000 square 
feet, air conditioned, etc.; with or with- 
out inventory: will finance to right 
party; reasonably priced to_ settle 
estate: address, BOX 33113, Indian- 


apolis 3, Ind. 


PRESTIG E JEW ELRY “STORE, estab 
lished 20 years; sale by founder; 
store is strong part of community; 
one of todays most modern stores; 
designed by Raymond Lowey; fea- 
turing top lines in sterling, crystal, 
china (Lenox, Franciscan, Gorham, 
Reed Barton, Fostoria, many 
others), importing own diamonds 
and gold jewelry; watches, repair 
dept.; elaborate array fashion 
jewels; realistically priced due to 
death in family; if you want pride 
of ownership, profits and future, 
write now; located Northern Indi- 
ana; trading area 500,000; finest 
residential, schools, colleges; ad- 


dress, “R, 6177.” care of JC-K 


FOR SALE 
Is, Equipment 
WATCHMASTER. like new : 


cabinet, complete: address 
Margaretville, N. 


FOR SALE: 
G-S crystal 
ROBERT SHAFER, 
Y. Phone 0145. 


ODDS AND ENDS in sterling “patterns 
WANTED: 8&8 Lady Mary Ice Teas, 
new or used: we also buy: BUSCHE- 
MEYERS: 667 S. 4th St., Louisville 2, 
Kentuc Ky. 


FIXTURES, ‘modern, like new; walnut 
veneer; 8 wall, 8 floor, all matching; 
also International silver case; avail- 
able January ist; good price; write 
LARKIN JEWE LRY CO. Box 59, 
Rawlings, Wyoming. 


>PORTUNITIES 


CONSULT M. Y. FINKELM AN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for di: monds and all 
oteat jewelry stocks. Call collect Dbar- 
born 2-3407 Scieuaaten your bank. 
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AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an é advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 


_— eee) 


WILSON SALES SYSTEM; 106 Thornton 
St., Albany, N. Y.; promotional liquida- 
tion estate sale; specialists since 1919 
over 2000 jewelers have used our ser- 
vices; buy stores for cash; write, wire 
or telephone, Albany, HObart 5-1105. 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 127. 


WE ARE INTERESTED in obtaining 
an exclusive representation of fran- 
chise for states or country; want 
specialty jewelry item, line or new 
product that can be promoted and 
sold to the jewelry trade; we have 
experience and sales power; write 
details to IAN'S JEWELRY INC., 
1667 W. Market St., Akron 13, 
Ohio. 





DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL — CLOSEOUT — RETIRE- 
MENT SALES: cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—_WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 


-_—— 


JEWELERS SALES SERVICE, BUSI- 
NESS CONSULTANTS, RETAIL 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 years sale 
experience; your reputation pro- 
tected; large results—small fee: 
we pay cash for stores: PHONE, 
WIRE, WRITE; JEWELERS SALES 
SERVICE, 512% S. Main St.. Los 
Angeles, Calif.; Phone MAdison 6- 
0828. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c¢ on the 
dollar for your inventory, accounts, 
or fixtures; WRITE... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., New York. 
N. Y. Tel PLaza 7-4693. 


MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire. 
phone, MARTY MILES SALES, 
INC., 1817 Stevens Forest Drive. 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 
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WANTED TO PURCHASE 


PLATINUM SCRAP WANTED: $3.00 
per dwt; 18K gold, $1.22 per dwt; 
14k, 95¢: 10K, 68c; silver 65c per oz. ; 
bonus prices for gold filled; ship as is, 
we'll segregate; L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, II. 


OLD GOLD AND JEWELRY WANTED; 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, etc. ; 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 








MID-WESTERN jewelry chain is in- 
terested in purchasing either cash 
or credit stores in towns of 50,000 
or more; we are the principles and 
can do business immediately; ad- 
dress, MR. C. J. SILVER, 14 W. 7th 


St., St. Paul, Minnesota. 


WE WANT TO BUY jewelry store, or 
stores, for cash, located in South- 
eastern cities or shipping centers; 
we are one of America’s largest 
jewelry chains; interested in retain- 
ing your managerial and other per- 
sonnel; address, “F, 6279,” care of 
JC-K. 

WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
State approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
34, Florida. 


SE L, L ‘E °M TO C E ‘L-MAX FOR QUICK 
"ASH! Top prices for trade-in watches, 
Henan ich old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Bank of Commerce: Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee. 

ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores an 
stocks; write for our free booklet, 
“Dollars and Sense Facts About Sell- 
ing a Jewelry Store.”’ (See our page 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St., Boston, 
Mass., HAncock 6-3233. 


WE BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Nat’l 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS INC., 462 First Ave. N., St. 
Petersburg, Florida. 


CASH in; send us your > watel move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dent. K., 
108 Beale Ave., Memphis, Tenn. 


























NEED CASH? READ THIS: reason 
why I pay up to 25% more than 
others for diamonds, watches, or 
anything around store—I have a 
retail store and manufacturing 
shop; will give much more than 
scrap gold price for old mountings, 
ete; check air mail, same day; if 
not satisfactory, will return insured, 
prepaid; get my offer first; one of 
the oldest established stores of its 
kind; references: Jewelers Board of 
Trade or your bank; contact 
BROMLEY, 35 Fifth St., North, 
(Bromley Bldg.) St. Petersburg, 
Florida. 


WATCH WORK, etc., 
for the TRADE 


FAST, QUALITY WORK ; 
timed, polished, ready for customer; 
TIME SERVICE, Box 331, Worcester, 
Mass. ; Air M: riled Anvwhere. 

THE LOU PE W ATC H REPAIR SER- 
VICE, P. O. Box 703, Miami 1, Florida: 
better a repairing: price list upon 
request. 

BOSTON, M ASS. ; expert and guaranteed 
watch repairing; Watchmaster tested: 
prompt service; prices on request; mail 
orders invited; DAVID MIGDAL & CO., 
109-B Summer B8t. Tel HU 2-9547. 


repaired, 








K FINE - Watch repairing for the tr: rade - all 
work guaranteed for one year; 3 to 5 
days’ service; Watchmaster te sted ; rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St. , Oak P ark, ill. 

REL [ABL E TR. ADE wate ich repairing ; eXx- 
cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured; J. 
CAPARO, 1018 Belvoir Road, Norris- 
town, Pa. 

MID-WEST’S FINEST TRADE SHOP; 
watch repairs to the trade; 5 days ser- 
vice; low prices; one full year gquaran- 
tee: STUDIO WATCH REPAIR SER- 
VICK, 20 E. Delaware Place, Chicago 
11, Til. 








SPECIAL ORDER WORK AND 
REPAIRS FOR THE TRADE 


JEWELRY repairing: new mountings 
furnished: diamond setting; HAROLD 
JACOBSON, 29 E. Madison St., Chi- 
eago 2, IIl. 


“stone and gold se al en- 
gravers ; drilling : precious, semi-pre- 
cious stones: HARRY BRAUNFELI)D, 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y. 





EN ‘RUSTERS : 


38 W. 48th St. N. Y. C., 2000 

immediate possession; suitable 
walk-in vault, office equipment; 
re se epaiatle address, “Kk, 6290,’ 
care of JC-K., 


FOREST HILLS, LONG ISLAND, NEW 
YORK: ideal proven location for dis- 
count jewelry store in heart of main 
shopping thorofare; STOCKMAN 
HOLDING CORP., 7250 Austin St. 
Forest Hills 75, N. Y. BO 8-1600. 


LOFT, 








77 YEAR OLD JEWELRY STORE com- 
plete with mahogany fixtures; watch 
repair equipment and a complete manu- 
facturing dept. no inventory ; high class 
following; located in 100% location in 
trading area of over 200,000; over 69 
years in this building; 3 floors, 8,000 
sq. feet; very attractive rental; con- 
tact A. POWELL, LUKENS 
JEWELERS, ‘1314 Market St., Wheel- 
ing, West Virginia; TEL. CE 22-3372 
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A DOZEN IDEAS FOR ’61 


We'll have to wait a couple of years for the big 
increase in the wedding business. The reason, 
as Bert Haase of the Jewelry Industry Council 
points out elsewhere in this issue, is to be found 


in this sequence of events: 

1940—Marriages start to increase as the na- 
tion prepares for World War II. 

1941—-Births start to increase. 

1963—Boys who were born in 1941, the first 
of the war babies, become 22, which is the aver- 
age age of today’s bridegrooms. 

With the start of a new wedding boom some 
time away, does this mean that we as an indus- 
try should withhold our merchandising efforts— 
and just mark time till ’63? 

Hardly, because this much seems certain: For 
those who merely wait, “the Glamorous Sixties” 
will be an empty phrase. But for those jewelers 
who use their God-given intelligence and imagina- 
tion, the Sixties will begin to be glamorous this 
vear. 

What to do? Well, as a starter, why not con- 
sider some of these New Year’s Resolutions? 
Putting a few of them into practice will help 
vour business now and build a firm foundation 
for the balance of the decade. Here they are: 

1. I will set up an adequate system of store 
records. As a result of these records, I will know 
the state of my inventory; I will be able to hold 
a clearance sale at regular intervals; my mer- 
chandise will be new, salable, and style-right. 

2. | will strengthen the image of my store as 
the place to buy gifts for all occasions. Thus I 
will be in position to cash in on a larger share 
of the 180 million birthdays which Americans 
will celebrate this year, more birthdays than ever 
before. And I can count on selling more Valen- 
tine gifts, more Easter gifts, more first com- 
munion gifts, more Mother’s Day, Father’s Day 
and wedding anniversary gifts than ever before. 

+. I will move with the times, instead of try- 
ing to fight change. I will sell the public what 
it wants; not merely what I think it should want. 
‘or example, even though I may prefer mantel 
clocks, I will find room to display decorator clocks 
if my public wants them. 

4. | will make friends with the teenage market. 
My store will feature things they want and make 


them welcome. There are a third more teenagers 
today than a decade ago, and these are the brides 
and bridegrooms of tomorrow. 

5. I will try to overcome people’s fear of en- 
tering my store. I will encourage them to come 
in without embarrassment, even though they may 
be “just looking.” A greeting card department 
may be just the thing to get them inside. 

6. I will display all price levels of jewelry, 
including costume jewelry—and I will price the 
latter attractively. 

7. I will display all types and price levels of 
quality dinnerware, Melmac as well as earthen- 
ware and china. Well exhibited and well sold, 
they will build store traffic and each type will 
help the sale of the others. 

8. I will display all types and price levels of 
quality flatware, stainless as well as silverplate 
and sterling. Well promoted, the public will recog- 
nize that each type has its purpose and all have 
a place in every home which can afford them. 

9. I will display all types and price levels of 
watches—not only conventional and special fea- 
ture jeweled levers but also pin-levers, modestly 
priced jeweled levers, and the new electric and 
electronic models. My store will be a place where 
the public comes to buy watches; not merely 
certain types of watches. 

10. I will consider the new package plan for 
dinner ware: four pieces of china or earthen- 
ware, three pieces of silverware and a crystal 
goblet. (See your December 1960 JC-K.) 

11. I will create a “Bride’s Own Room” in my 
store. It will be headed by a bridal consultant— 
a woman of charm and taste, who is truly quali- 
fied to help brides and their mothers in pattern- 
selection and arrangements for the wedding. 

12. I will encourage my staff to sell with 
intelligence. They will have to know their mer- 
chandise, and to be gracious to the public. 

The list of New Year’s resolutions could go 
on and on. But, this is the big thing to remember: 

During a boom, as this page has often re- 
marked, there is no reason to sit tight and count 
on an automatic increase in business. The con- 
verse is just as true. During a minor recession 
there is no reason why one must accept a drop 
in sales. At the start of ’61 let’s resolve to think 
and act positively. Our year will be exactly what 
we make it. Get going. 


elt YHece 


EDITOR 
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Here is stability and gupremacy 

you can see with your own eyes. 

For Tru-Fit, Columbia’s exclusive 

patented built-in ring guards, have 

passed the test of time over a decade 

of successful use. Over one million 

American women are a living testimonial 

to the quality. and acceptance of Columbia. 


ee This Tested and Proven experience, plus 
Vf | the innate ability of Tru-Fit to create 
Diamond sales over the counter, are two 
| ; ee of many reasons for you to make Columbia 
oF Tru-Fit a “must” in your store. 


OLUMBIA 


“TRU-FIT” 


Provides you with every competitive advantage in 

selling to win you Diamond leadership in your community. 

Columbia gives you a dignified, dynamic Diamond direction. 

a. top quality product... creative over-the-counter selling tools: 

ar- Me ialiei0(-meerele) advertising program... unexcelled packaging .. _power- 

packed dealer aids and limited, carefully controlled dealer 
distribution. Mr. Jeweler, Columbia gives you the tools with which. 

7 to achieve your full Diamond potential. ..a line that will mean 

added dollars and cents in your pocket. 








for de tails write 
COLUMBIA TRU-FIT « a division’ of AXEL 3ROS., INC. « 134-20 Jamaica Ave., Jamaica 18, New York 
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like all patterns in Oneidacraft* DeLuxe miles 


is presented in Oneida’s new 1961 packaging, desi vets: xcs 
use, better display and faster sales. 6: 


ay ~ 









HEIRLOOM* STERLING 
COMMUNITY* SILVERPLATE a age 
: jo, ROSERS 2°: SILVERPLATE ’ 





Lo OK Aga Nees 


for the first time... 
a popular priced 

stainless in the contou 
and elegance of 
traditional silver 


in Oneidacraft 


| DE Oe a ED. S 3 
STAINLESS 


You’ve never seen, you've never held 
another stainless like “Chateau”... 
and you've never sold another 
stainless like you're going to sell 
“Chateau” . . . when you stock it, 
display it and promote it with the 


effort that it’s worth. 


Oneida’s exclusive “Shadow-Relief” 
finish permanently flatters the exquisite 
appearance of the deep sculptured 
design... achieving a new and unique 


beauty in easy-to-care-for stainless. 


A big new market for stainless 
tableware will be opened with 
“Chateau”... the stainless 
which is leading the way to the 
return of elegance and 
traditional design in today’s 
home furnishings. 





NEIDA. Ar SILVERSMITHS 


oe Makers of Distinctive Tableware 


TUDOR PLATE ONEIDA COMMUNITY* 
a COMMUNITY * STAINLESS 
ONEIDA* DINNERWARE 


“Trademarks of Oneida Ltd., Oneida, N. Y. | 
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